@ This picture shows, on the left, HAROLD W. BRIGHTMAN, 
President of Lit Brothers, Philadelphia Department Store, buying 
a brick from CLARENCE E. WOLFINGER, President, National 
Retail Credit Association, as a contribution to our “Buy a 
Brick” campaign. In a statement from Mr. Brightman, he 
said: 

“I congratulate the National Retail Credit Association upon 
its vision and energy in projecting a campaign for a fitting na- 
tional headquarters centrally located. Management should sup- 
port this effort in all ways, and especially it should stimulate the 
cooperative actions of all credit men through their local, state 
and national organizations.” 
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Pay Promptly Publicity Creates Consumer Credit Consciousness 


Keep Your 
Credit Record Good 


Cacorr Bure 


We Hove Your Nome in This "Who's Whe” 
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THERE IS abundant evidence to prove that credit 
advertising does pay. Scores of cities throughout the 
country have demonstrated the power of publicity in 
educating the consumer to the importance of paying 
bills promptly. It is a well-known fact that collec- 
tion percentages show a marked increase after a 
“Pay Promptly” newspaper campaign. 

The N.R.C.A. has prepared an illustrated portfolio 
showing in detail the series of tested newspaper ads 
that have achieved spectacular results. You are cor- 
dially invited to send for this portfolio which will be 
gladly forwarded without cost. 

After you have studied it and decided upon a cam 
paign for your community, tell us and the mats, all 
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ready to hand to your newspaper, will be mailed to 
you. The cost is purposely low in order to encourage 
sale. 
For a modest investment in newspaper space, the 
story of good credit can be dramatically presented in 
your community. Every merchant, professional man, 
and all who grant credit will benefit through the 
clearer understanding of the proper use of credit. 
Credit Bureau Managers and leading Credit Execu- 
tives are urged to take the initiative in bringing to 
the attention of the local credit granters the impor- 
tance of starting a “Pay Promptly” newspaper cam- 


paign. SEND FOR YOUR PORTFOLIO TODAY. 





ST. LOUIS 3, MISSOURI 


NATIONAL RETAIL CREDIT ASSOCIATION 


SHELL BUILDING 




















Credit Schools in I9SI! 


MMEDIATE and serious consideration should now be given to the 

organization of Credit Schools starting early this year. Credit edu 

cation is a never-ending task, and one that pays good dividends in the 
betterment of credit conditions generally. 


For personnel new in credit work, Retail Credit Fundamentals is 
the outstanding and unsurpassed text and reference book. Written by 
Dr. Clyde William Phelps, it contains the thinking of hundreds of lead 
ers in the retail credit field. 


For those who have previously taken the fundamentals course, and 
for credit managers and assistants seeking broader and deeper under 
standing of retail credit principles, we recommend the advanced course, 
Retail Credit Management, also by Dr. Phelps. 


Streamlined Letters, written by Waldo Marra, one of America’s 
foremost correspondence experts, is designed to improve credit depart 
ment letters, and bring out skill in producing effective, good will build 
ing letters. All three text and reference books were written with the 
especial needs of credit personnel in mind, and particularly for Credit 
Schools. 


Progressive associations sponsor two or more study courses an- 
nually. They build prestige for the Association and the Credit Bureau, 
and render a real service to retailing. Educational Committees of local 
Associations should formulate definite plans now for Credit Schools. 
Write the National Office today for full details. 


re 


—_—————— 


General Manager-Treasurei 
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Do You Aspire to Be a Leader? 


SUCCESS in the Retail Credit Field today and tomorrow requires specialized education in Credit 
Fundamentals, Credit Management and Letter Writing. The National Retail Credit Association 


has prepared textbooks for your training in mastering these subjects. 


Credit Schools, based on 


these textbooks, are being organized in communities, large and small, throughout the country. 


Retail Credit Fundamentals 


AN ELEMENTARY COURSE based on the Official 
Textbook of the same name. Chapters on: 1. Credit 
as a Business Force; 2. Obtaining Applications for Ac- 
counts; 3. Interviewing the Applicant; 4. Taking the 
Application; 5. Investigating and Analyzing the Risk; 
6. Accepting and Declining Applications; 7. Authorizing 
Purchases; 8. Authorizing Purchases, Continued; 9. 
Special Problems of Credit Control; 10. Credit Sales 
Promotion; 11. Reviving Inactive Accounts; 12. Funda- 
mentals of Collections; 13. Collection Tools and Meth- 
ods; 14. Collectors and Outside Agencies; 15. Rehabili- 
tating the Delinquent Customer. 


Retail Credit Management 


AN INTERMEDIATE COURSE based on the Official 
Textbook of the same name. Chapters on: 1. Credit 
Department Personnel; 2. Selecting Employees; 5. 
Training and Other Functions; 4. Layout and Equip- 
ment; 5. Modernizing the Credit Office; 6. Credit 
Granting Principles; 7. Collection Principles; 8. Credit 
Department Statistics and Research; 9. Control of Ac- 
counts; 10. Collections, Expenses, and Special Research 
Studies; 11. Credit Bureaus: Growth and Organizations; 
12. Credit Bureaus: Reporting Service; 13. Credit Bu- 
reau: Collection and Other Services; 14. The National 
Retail Credit Association. 


A Course for Every Man and Woman in the 


A Course for All Those Who Wish to Forge 
Retail Credit Department. 


Ahead in the Field of Retail Credit. 


Streamlined Letters 


A COURSE IN LETTER WRITING based on the 
Official Textbook of the same name. Chapters on: 1. 
Every Business Letter Is a Sales Letter; 2. Do Your 
Letters Contain These Faults?; 3. Planning the Busi- 
ness Letter; 4. The Beginning of the Letter; 5. Telling 
the Story of the Letter; 6. The Ending of the Letter; 
7. Diction and Phraseology in Modern Letters; 8. The 
Style or Form of Modern Business Letters; 9. Credit 
Letters; 10. Collection Letters; 11. Adjustment Letters; 
12. Vocabulary and English. 


A Course That Will Help Every Credit Cor- 
respondent Write Better Result-Getting Letters. 


Class in RETAIL CREDIT MANAGEMENT, Greenville, S. C., sponsored by The Credit Bureau. 
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“The greatest time-saver 


we have ever had 


/ 


for our Accounts Receivable .. .’ 


says Mr. W. J. Wasle, Treasurer, Watts, Ritter & Co., Huntington, W. Va 


U-LA: 


Simplified Unit Invoice Accounting Plan 


“At one quick glance we can see which accounts need action... 
without searching through hundreds of accounts which do not.” 


“When I praise Remington Rand’s SUIAP,” says Mr. Wasle, “I am 
speaking from first-hand experience — of both SUIAP and the 
system we formerly used. | have space here to mention just 

a few of its advantages (1 recently sent our main office in 

St. Louis a list of seventeen ways SUIAP does a better 

job than the machine system we discarded). 


“With SULAP, the work flows steadily—no one has 
to wait. Statements are made much faster, more 
accurately too, since the accounts are always in 
balance, and all credit data is in the same place. 

No more errors in posting—for there is no 
posting: the invoices are in each customer’s 
pocket. Employees are free from all but a 
minimum of detail—can concentrate on the 
accounts that need follow-up.” 


You too should know all about the time-saving, 
cost-cutting features of SUIAP. Write today for 
full-color folder KD 554. Address Management 
Controls Reference Library, Room 1634, 315 
Fourth Ave., New York 10. 


At Watts, Ritter & Co. two girls take care of 
3500 active accounts. The Kolect-A-Matic units 
housing the SUIAP system are kept in Remington Rand 
Safe-Desks, protecting their contents from 
fire at point-of-use 24 hours a day. 


Please Mention The CREDIT WORLD When Writing to Advertisers 
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It’s bad business 
to stand a lady up! 


(ESPECIALLY A GOOD CHARGE CUSTOMER) 


The seconds may be ticking a good ac- 
count right off your books, if there is 
delay in checking credit on a charge 
purchase. 


Expedite credit approval on charge sales 
and you help to increase the number and 
value of your store’s charge accounts. 
Charge accounts are used more when you 
make impulse buying easier and pleasanter. 
Above all, fast credit OK’s protect your 
most valuable asset—satisfied customers 
who shop in your store year-after-year. 


KELLOGG Credit Authorizing Systems 
have streamlined credit approval pro- 
cedure in some of the biggest and best 
known stores in the world. Besides helping 
How KELLOGG Credit Authorizing Systems to raise charge account volume, they give 
Reduce Charge Time to Seconds salespeople more time to sell—reduce 
credit department work—cut delivery 
1 costs by making “take-with” charge buy- 
« Sales person mokes 


ovt the charge soles ing easier. 
slip, diols proper credit 
horizer 

he slip in ro Kelions KELLOGG Credit Authorizing Systems may be had in 

Perforator built into the capacities for any store—big or littie. They may be 

——— - automatic or l—o bi credit authoriz- 
ing with a complete Select-O-Phone Dial Intercom. 
munication System. 





Credit authorizin / 
2. awl pec = MAIL THIS COUPON fae a copy of our informative 
file—presses o button booklet on credit authorizing A 
thet operates the Per- - 
forator, indicating thot 

credit is OK 
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Kellogg Switchboord and Supply Company 
6650 So. Cicero Ave., Dept. 14-A, Chicago 38, Ili 
Kellogg Credit Authoris- 3. The entire tronsac- 
bad a end Sales tion takes just a few 
Slip Perterator seconds—is error-proof 
There ore no annoying 
Questions, ne guess 

wor 
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Please Mention The CREDIT WORLD When Writing iser 5 


Please send us your booklet on credit authorizing procedure 
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Of a Breakfast Clubber 


Royce Sehnert 


Credit Manager, Wichita Eagle, Wichita, Kansas 
First Vice President, National Retail Credit Association 


OME TIME AGO, it was my pleasure to be a 
guest of the Fort Smith Credit Association and 

to attend the Arkansas Credit Conference. One 
of the questions that seemed to get more attention 
than any other was, “What can be done to bring 
about closer cooperation between credit granters 
and between the credit office and credit bureau 
personnel?” After quite some discussion, the 
moderator asked me, “What do you think?” I 
replied, “I think the one thing we can do to help 
that situation can be summed up in just five words, 
and here they are, more and larger breakfast clubs. 
This is not the only way, but it is the one best 
way we have today. 
theory. 


This meeting will bear out this 
There are credit managers, bureau managers, 
office assistants, bureau assistants, and in many instances, 
management are in attendance. All this could mean 
only one thing, cooperation. And cooperation means a 
better management-employee relationship, better sub- 
scriber-subscriber relationship, better work, happier em- 
ployees, more efficiency, more loyalty, more dependability, 
and the one thing every business is striving for, a larger 
net profit. 

Breakfast Clubbers are Business 
and Social Friends 


Breakfast clubbers work with one another, with the 
credit bureau girls, and with enthusiasm, because they 
are happy. They are social friends. They are business 
friends because they are study friends. They work as 
a team and teamwork in the field of credit is a must. 
I know quite a number of bosses in Wichita and in 
every other town, and rightly so, think that much time is 
consumed with the club activities, but not nearly so much 
as most social clubs, and do not forget that this is a 
business club, not social. So you would be doing your 
self a great favor if you would encourage this work. 
Then, too, if you want to do yourself or your firm a 
favor, a suggestion from you to the boss of some other 
girl who is a potential member may mean the difference 
between gaining or losing a new member. This also 
makes a difference in the attitude of your own girls. 
They are happier because they believe you believe in what 
they are doing. They are also more peppier and more 
alert. Alertness means fewer losses so help your girl help 
other girls help you. 

Credit women’s breakfast clubs are important to you 
and your firm. Important, because they study credit 
fundamentals at least one meeting a month. These study 
classes make any girl a better girl, and a capable girl is 
an asset to any firm. I suppose that by now you ladies 
know that I think you are a grand bunch. I do, but 
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remember this, it is old stuff but it is truer now than 
ever betore Remember that a_ well-equipped office 
efhcient help, millions invested in merchandise and service 
is all valueless without sales. Always remember that 
your very existence in your particular store or office 
depends on sales. 

Sales must be made before anything of material value 
happens. Whether you are selling your service or mer- 
chandise, nothing happens until a sale is made. So, for 
a moment, let us look at the sales manager's side of the 
ledger. The sales executive wants the selling effort he 
has invested in a customer protected and nourished dur 
ing the credit and collection process. When people buy, 
they expect to pay. So, let us treat each transaction in 
the same positive and pleasant manner exhibited by the 
salesman when the sale is made. A dead pan or mourn 
ful credit manager or credit girl can quickly convince 
the purchaser that he has made a great error. But, a 
smiling, confident person can assure him that he has made 
a wise buy. 

The credit department is the final contact in every 
credit sale. From this vitally placed transaction, the 
sales manager expects patience, tact, understanding and 
the knowledge that will enable merchandise and service 
to be collected for in such a manner that the purchaser's 
credit record will remain excellent and his respect, con 
fidence and liking for the seller will remain high. Credit 
jobs are becoming bigger, better and more important 
each day, and you and | will do well by making ourselves 
stronger, and wiser by getting more breakfast clubbers 
and club units. We are like plants 


growing, decay sets in Stop decay by enlisting new 


When we stop 


members to your club. 


No One Can Get Along Without a Neighbor 


Remember what Daniel Provers said, “No one is rich 
Does that mean that 
no credit person is smart enough to do without the experi- 
ence of others? It is said that, 


enough to do without a neighbor.” 


All things come to he who waits 
But here is a rule that’s slicker; 
The man who goes for what he wants 
Will get it all the quicker. 

There is a great opportunity today for the breakfast 
clubber to render a real service to her company by dis- 
playing her ability in opening new accounts and reactivat- 
ing old accounts that have faded from the books for one 
reason or another. Ingenuity is quite a potent factor in 
the life of a credit girl, especially if she is trying to 
reactivate or promote more business from active ac- 
counts. It is my contention that in this day of rapid 
business development, the credit girl must, if she succeeds, 
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have plenty of ingenuity. She must be a salesman, and 
a good one, along with her knowledge of financial state 
ments, merchandise inventories, collections, and a bufter 
for all complaints, anywhere from sales floor to manage 
ment. She must have patience and tolerance with both 
customers and salesmet 

For example, if the sale is slowed by a technicality, 
help the salesman work out the sale. Encourage but do 
not discourage. In others words, it is the credit depart 
ment responsibility to keep business, money and ne 
good will of the customers rolling in at all times, plus 
keep losses down to a minimum and profits up. That is a 
big order and that is why credit people are important 
people The great challenge to the credit girl of today 
will be the ability to keep in style and keep abreast of the 
business world “know how.’ 

The law of public opinion is a stern disciplinarian. 
Creating good will is a far easier task than trying to 
make amends for poor service, discourtesy and indifter 
ence. Discourtesy is not blamed on your salesman. Un- 
fortunately, it reflects on credit management. Remember, 
always, vour customer is your guest Be a charming 
host. 

Your bosses have perhaps pondered over the question, 
the same as I, “What makes an efficient credit girl?” 
Take two girls who think alike, look alike, apparently 
are alike in experience and willingness to work. Yet, 
one will do two or three times as much work as the other 
and with more ease. What makes this difference? The 
answer is incentive. Without exception, the outstanding 
man or woman is one with a strong incentive. Call it 
ambition, call it push, call it drive, or do not even name 
it, but it is there. And when a girl joins a breakfast 
club she soon acquires that incentive. 

Let us, as credit people, show our bosses and our firms 
that we are a part of this selling business. It has been 
said that one new charge customer is worth three cash 
customers. Let us prove it. And now, breakfast club- 
bers, here is your responsibility, as I see it. You represent 
your firm exactly as an ambassador represents his nation. 
You should be salesminded and you should know sales 
principles. You should know as much as possible about 
merchandise even as much as the salesman himself. You 
should be able to answer any question to reassure the 
purchaser he has made a wise purchase. 


A Breakfast Clubber Should Be 

a Psychologist 

You should also be a psychologist It is not alwavs 
easy to make collections after a normal reaction to a 
purchase has set in. Try and keep the enthusiastic 
approach. Express confidence in the ultimate wisdom of 
the purchase. You should have a general knowledge 
of general business economics. Keep abreast of daily 
developments in credit and sales fields. You are a busi 
ness adviser. When invited, be ready to offer helpful 
and constructive suggestions. In short, be a human 
personality and definitely not a machine. People trust 
other people, but never a machine. You should be 
liberally endowed with common sense and good judg 
ment. These twin virtues make anyone acceptable any- 
where and at any time. The sales department and credit 
department of which you girls are a vital part should be 
a team with but a single objective, ever increasing sales, 
promptly collected. wik 
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Blue Book 
of CREDIT 
DEPARTMENT 
LETTERS 


This 48 page booklet has just been pre- 
pared by the Educational Department of 
the National Retail Credit Association to 
meet the needs of the busy retail credit 
granter. It is completely new and offers 
you a model letter for almost every con- 
ceivable letter writing situation that can 
arise in the credit department. 


There are five divisions of the booklet: 


Credit Sales Promotion Letters. 


Acceptance and Declination of Credit 
Application Letters. 


Collection Forms and Letters. 
Adjustment Letters. 

Miscellaneous Credit Department 
Letters. 


In addition there are ten pages of com- 
mentary on specific correspondence mat- 
ters. Each letter is written for a special 
purpose. Indexed for instant reference. 


If your correspondence problems are 
taking too much of your time, this better 
letters counsellor is just what you need. 
Send for your copy today. 


$1.50 





NATIONAL RETAIL CREDIT 
ASSOCIATION 
Shell Building + + St. Lovis 3, Mo. 
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Is Consumer Credit Expendable Or 
Indispensable in Our Current Economy? 


ALFRED J. WORSDELL, Jr., Deputy Commissioner of Commerce, 
State of New York 


VER SINCE Regulation W was resurrected 

a few months ago and more particularly since 
its terms were tightened, it has been the major 
topic of discussion whenever two or more credit 
men have gotten together and whenever a lone 
credit man could find an outsider willing to listen. 
In view of this background, I am not going to dis 
cuss in any detail the present regulation; but, 
rather, I would like to consider with you the phi 
losophy back of consumer credit control; its re 
lation to other controls and our expanded defense 
program. Such consideration is necessary if we 
are going to make any intelligent guesses about 
the future of consumer credit. 

In the first place, we must recognize that the Federal 
Government, whether it likes it or not, cannot avoid 
influencing the Nation's economy. So long as it levies 
taxes, borrows money and spends money, it exerts in 
direct fiscal and monetary controls. Because of this fact, 
both Congress and various administrative agencies have 
long given consideration to economic effects in passing 
legislation and in setting policies. 

This type of control is not necessarily bad, in fact, it 
can be beneficial. Even if you will not agree that some 
taxes are better than others, you will agree that some are 
worse than others. And everyone, with the exception of 
those who want controls for the sake of control, agrees 
that indirect controls are generally to be preferred to di 
rect controls. The important distinction between the 
indirect and the direct is that the former influences only 
the volume of credit, money, etc. Direct controls over 
prices, wages and rent, rationing, allocations and priori 
ties, on the other hand are discriminatory. By the use of 
direct controls the government influences the direction of 
private expenditures and investment. Unless they are 
used only as temporary measures in times of great emer 
gency and removed as soon as possible after the emergency 
passes, they constitute a long step toward the destruction 
of free enterprise. 

The use of fiscal and monetary measures as means of 
combating inflation and deflation, of levelling off the 
business cycle, has been severely criticized on the grounds 
that they are inadequate. Our record, particularly dur 
ing the 1920's and the 1930's seems to support this point 
of view. However, most competent and unbiased ob- 
servers recognize that indirect controls have not been 
given an adequate trial. Not only has the timing been 
bad in many instances, but there has been an almost com 
plete lack of coordination among the various govern 
mental agencies. A long, smoldering feud and occasional 
flare-ups between the Treasury Department and the 
Board of Governors of the Federal Reserve System are 
indicative of the difficulties involved in attempting to 
promulgate and enforce really effective fiscal and mone- 
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tary measures. | am not convinced, however, that eftec 
tive indirect controls are not possible. Certainly there is 
no excuse for extension of direct controls during peace 
time until indirect measures have been given a really 
adequate trial. Even if it could be demonstrated that 
fiscal and monetary controls are inadequate, I think most 
of us would prefer cyclical fluctuations, despite the indi 
vidual misfortunes and miseries they may entail, to the 
straight-jacket of socialism. 

In time of war, the situation is, of course, entirely 
different and not only should the government attempt 
to control inflation, but it is also essential that it adopt 
policies which channel manpower, materials and capital 
into certain industries and away from others. Controls 
must be discriminatory. Even though such controls may 
work individual hardships, we cannot object to them as 
long as the discrimination is designed to further the war 
effort and as long as one “non-essential” industry is not 
discriminated against in favor of another ‘‘non-essential” 
industry. 

At present, we are in a peculiar situation, one with 
We certainly 
are not at peace as the boys in Korea will readily testify, 


which we do not have much experience 


yet we have not embarked on anything approaching a full 
scale mobilization. There are honest differences of 
opinion as to whether this situation can be met largely 
through indirect controls or whether extensive and com 
prehensive direct controls such as we had during World 
War II will be necessary. Possibly it is because of such 
mixed nature of our military situation that controls over 
consumer credit were among the first to be introduced. 
These controls are partially indirect and partially direct 
In a sense, they go hand in hand with traditional credit 
restrictions such as the raising of interest rates and of 
reserve requirements. At the same time, Regulation W 
and Regulation X have some aspects of direct controls 
They are frankly discriminatory in that they are con 
cerned with specific types of credit used for the purchase 
of specific items. 

In time of war, consumer credit restrictions have two 
purposes : 

1. To lessen inflationary pressures by limiting purchas 

ing power available to consumers, and 

2. To substitute for or supplement allocation, priori- 

ties, rationing, etc., in the channelling of manpower 
and materials to defense and more essential civilian 
Uses, 

They cannot do either or both jobs alone. If they are 
to be effective, they must be part of a larger and more 
comprehensive program. Regulation W has been widely 
criticized because it has cut down sales. This in itself 
is hardly a valid criticism since that was its purpose 
If it did not reduce the effective demand for the items 
covered, we would have to conclude that it was an in 
effective type of control. The real questions are 
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W ere there adequate reasons tor limiting sales and 


production of types of items covered ? 
». Was the timing proper? 
3. Were sufficient other controls 
real program ? 


In respect to the first question, it is evident 


ur expanded detense program gets 


production of consumer durables which 


ments ite yreat met il useTs will ve necessa&ry 


of the slow pace at which defense production has been 
expanded, however, it appears that attempts t uit the 
volume of output of particular goods were somewhat 
premature 

+} 


In respect to the second question, that of timing, there 


s another point to be considered, that of consumer credit 
controls in relat o inflationary pressures. In_ this 
respect, it appears that the Federal Reserve Board missed 


the boat completely Regulation W was promulgated 


too late to dampen the inflationar uying spree of Jul 


and August but coincided with the reaction from this 


spree and could conceivably be a contributing tactor 


small-scale slump between now ( me when 


fense orders really begin to show their ettect upon 


In this connection, it is interesting to notice 


that the government actually had a cash surplus during 


economy 
the third quarter of the Inflationary pressures 


did 1 come trom federal fi 


which were present 
operations Dut fr r trom anticipations of future con 
trols ind shortages 

he answer we must need give to the third question 


indeed a sad one In the selection of controls to be in 

wosed and those not to be imposed, it appears that politics 
I I 

played a more important role than did either economic ot 


defense considerations. Controls were used where thes 
would affect adversely only a few voters and 
omitted where they would iffect large numbers We 
therefore, have a hodgepodge of uncoordinated measures 
which have quite obviously been ineffective in stoppin 
inflation. Income taxes were raised, regulations W and 
X were imposed, limited controls were placed on certain 
metals and on amusement building, but price and 
controls were not invoked and such inflationary 
as farm price supports were continued 
Controls Greatly Expanded During 
Major Conflict 
\ny prognostication into the tuture, of course, requires 
us to make some assumptions as to what the Russians will 
do. Unfortunately, they are calling the shots, and it is 
almost impossible tor a democracy such as ours to call the 
shots and still remain a democracy. If we should become 
engaged in a major conflict, there is no doubt that all 
controls, including consumer credit regulations will be 
greatly expanded, probably to a degree which will make 


World War II controls seem loose indeed 


the best guess we can make is that we will be engaged 


Barring this 


for many vears in the future in something short of war, 
requiring vastly greater defense expenditures than we 
have ever known before, in peace time. I am afraid that 
no one, either in or out of government, knows what kind 
of controls may be necessary to keep the economy on a 
fairly even keel under such circumstances, and I think 
we can, therefore, anticipate a lot of trial and error ex 
perimentation before any kind of a stable or compre 


hensive program is adopted 
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be blamed 


One ot the things that should be kept it 
the firms with which you are asso 


ones directly consumer 


reat mass of consumers who Duy 


| 


ind they think adversel) iffected 


ibility to purchase everything the would like 


Its These consumers ire numerous it 
articulate 
} 


workers in the industries whose | 


tegulations W ind X Wher is, and it 
amount of unemployment develops in 
| materials, automobile 

s ou can be sure that the we 

the sc ind istries will raise a how! 
irs of every Wash ngton 
nd rightly or wrongly, consumer credit+r rictions will 
Walter Reuther has already 


umpaign, but his statement is nothing 


ongressman and official 
t started this 
compared with 

vhat vou will hear if unemployment actually de velops 
ile slump 
» within tew though 
it will be minor Oo rt duration 

will influence government act 

a politically powerful group. If 
ou want to know what is going to happen to consumer 


egulations in the next few months, keep your eve 


] ; 
on employment and unemployment statistics and particu 


' 


larly those in the automotive, appliance, construction and 


building materials industries 
From a somewhat longer-run point « it is difh 
to see any chance ot relaxation of cons imer credit 
Any that may be relaxed as a result of a minor 
} 
i 


19 , . 
likely to be reinvoked when defense expendi 


When the government starts run 
sizable cash deficits, and war production requit 
quantities of tight materials, expanded controls 
lay be expected, including more stringent and more com 
prehensive controls over conmsumer credit W atch the 
rend ot government cash expenditures revenues 
The buying wave which followed the start of the 
Kore in ct nflict was caused by memorie of all too recent 
shortages and restrictions, of an all too recent failure to 


maintain the purchasing power of the dollar Even 


though we have today only a 57 cent dollar, the prudent 
individual or businessman will borrow all he can if he 
s reasonably certain that he will be able to pay it back 
with a 40 cent or 25 cent dollar The government, 
through its failure to take adequate anti-inflationary 
measures in the past, through its breach of faith with 
purchasers of savings bonds, has gotten itself into a mess 
Because of the psychological factors involved, more con 
trols are needed than the dollars and cents statistics 
would indicate 

The recent record indicates clearly that the federal 
government considers consumer credit expendable As 
patriotic Americans, credit men must agree in general 
with this position. They do, however, have a right if 
not a duty, to complain vigorously about being singled 
out tor controls when other groups are not only not re 
trained but are actually encouraged in pursuing in 
flationary policies. It is to your interest to advocate and 
work for well-balanced and adequate controls based on 
economic and defense needs and not subject to the in 


fluence of strong pressure groups 
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Can We as a Utility Dispense With 
A Positive Credit File? 


C. C. HAMMEL, The Dayton Power and Light Company, Dayton, Ohio 


HE GROWTH and expansion of any com 


pany makes it necessary to always be on the 
alert for ways and means to consolidate or delete 
certain records. This is particularly true and prac 
tically becomes necessary if these records pertain 
to a customer’s account. In order to maintain and 
improve good customer relations, it is imperative 
that we give prompt and accurate service each time 
it becomes necessary to refer to an account of the 
customer’s. In an attempt to accomplish this, a 
well-planned system must be established and as 
always the many advantages will be weighed 
against the disadvantages which, in many cases, 
from a company standpoint, resolves itself to a 
cost factor. 


Low Cost Combination Filing System 


The question, “Can we as a utility dispense with a 
positive credit file?” is answered by our company in the 
negative. We experienced a sudden and tremendous 
growth during the period known as the roaring twenties. 
In 1925 we purchased the gas company which made us 
a combination company. In 1927 we established 1 com 
plete appliance store and instituted the deferred payment 
plan of merchandise sales. This merchandise store in 
cluded small, as well as large, appliances. This growth 
soon began to reflect itself in the approval of merchandise 
sales and proper collection follow up on current accounts. 
In order to overcome these two particular problems we 
became interested in a satisfactory low cost combination 
filing system. 

In 1929 we installed a Remington Rand Visible 
Soundex Kardex System. At this time, this system con 
tained a customer's history record only and was placed 
on open racks. In 1937 it was felt this record was obso- 
lete and these files were replaced by combining this credit 
history record with a permanent application and placed 
in fireproof safes. The original cost of installation was: 
five safes, $2,261.50 each, $12,500.00. The labor and 
material $7,300.00, total cost $20,000.00. In 1942, an 
additional safe was added in the amount of $2,589.61 and 
in 1947 another one for $3,372.51, making a total cost 
of installation of approximately $30,000.00. 

These files combine the following records and provide 
the following information: 


Application for service In accordance with our 
rules and regulations it is necessary tor us to secure 
a signed application from each customer hese 
application cards alone would require considerable 
filing space. 

It is an alphabetic index showing address, name of 

husband and wite, place of employment, credit ref 

erences, whether owner of real estate and former 
address. 

Security record The amount of a meter deposit 

s shown on the record and the guarantor agree 

ments are filed with the credit history cards It 

contains an auxiliary record only of meter deposits 

The actual record of meter deposits is kept on 

I.B.M. cards for ease in balancing. It is possible 

for the meter deposit control to be kept by the 

credit history record file. 

Record of customers’ paying habits. This we feel 

is one of the important functions of a credit history 

record file. 

1. Our present collection policy on all types of ac 
counts Is based ona plan ot selective collection 
effort. Collection notices are mailed and col 
lector calls are made in accordance with the indi 
vidual customer’s past paving record. In this 
manner, we are only concentrating on those ac 
counts that need it. This is done by means of 
a payment record guide from information that 
is given to the collection section by the credit 
history record file. For some time we have not 
used a reminder notice. The only notice a cus- 
tomer receives is one which intorms him service 
may be disconnected. From a customer relations 
standpoint, we are therefore compelled to be very 
selective in our collection treatment. 

In accordance with this policy, we have reduced 
the number of notices mailed by approximately 
50 per cent. 

The number of collector calls have been ma 
terially reduced. 

Preferential customers are coded on the credit 
history record file and are always given special 
collection treatment (attorneys, city and county 
officials ). 

Contains a record of all merchandise sales and 
when payment for same was completed. 
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6 Record of worthless checks, disconnects z 
: ' , 25"" success-year with Sears, Roebuck; Jordan Marsh; 
payment, electr interference ind £ May Co.; and other top stores, large and small. 


At the present tune \“ 





f 3 for Akron dept. store r yniaque 
merchandise items which are j 


e@-tash not 


Senn go dyes, ca’ ey cic om ,000 NEW ACTIVE 


heaters . vast three or four ve 


done a tremendous volume n selling > ¢ 
merchandise ind the customers paving record on our for each 
files has been used practically 100 per cent in the 


approval ot all these merchandise sales An esti 3000 "*"’ gy ng fy —< $301,000 


mated savings of approximately $4,000.00 was made 


on 1949 sales if clearance had been made through REVIVING 50% :. 70% INACTIVES 


ACCTS. 








Credit Bureau, as other con panies this ype who buy plentifully is anoth moortant Brozman special? 


ot sale 


Record ot final accounts and accounts charged to 3725 bx 


reserve for uncollectible The record serves a num 








ber ot usetul purposes. 


WRITE FOR LOW-COST TEST PLAN 


1. If a customer has a meter deposit and has not . 
LESTER AND ¢ 


made application for another address, a sticker 
\ oes 160 FIFTH AVENUE, N.Y. C. 00 seem 


is placed on the meter order by the credit history 


record file. After final bill is rendered it is then x , tol bI 
number 1 dollars on p ric tions ) , ¢ 

sent directly to collection section where deposit : . ies M ' one , aa 
; number s, it is ‘ry difficult to sure the 

is applied and either a check for the difference of - “is . sencrgactescr 
results We teel the use of our credit history record 


file i 


the meter deposit or the balance of final is sent . 
is a tangible means of definitely showing partial 


to the customer We have approximately 5,000 led ; 
- return tor money expended tor this purpose 
meter deposits totaling only $70,000.00. ‘ I — iu gee 


, It gives more rapid and accurate service to the cus 
We have not accepted meter deposits on new me . rvice to the cu 


tomer In this day and age, this is i tant 
residential accounts since 1939. Meter deposits ' d age . an importan 


, 

service All requests from any source r any type 
that we now have are voluntarily refunded in | ; ce tor an Pp 
of service, must first clear through the « redit history 


accordance with a schedule based on the cus 
record file 


tomer's past-paying record 

It materially assists in the collection of final bills It has improved collections. Our present per cent 
Collection copy of final bill is sent by the meter of current accounts past due is running between 7 
order group directly to the credit history record ind 8 per cent and during past sever il years has 
file and is noted whether customer is using at never been more than 9 per cent 

another address. If not paid by last payment Has materially assisted in reducing bad debt losses 


date, transfer of final bill is immediately made lhe following is a record of our per cent of gross 
to the new account. At this time, if customer earnings represented by net charge off since 1941 
is not using service, it is noted whether the cus We have not required a meter deposit from any new 
residential customer during this period 

1941 
Request For Payment of Final Bill 1942 
1943 


1944 


tomer has security in the form of a guarantor. 


Any customer coming back on our lines is given 


service in accordance with his past history and 
1945 


1946 
1947 
1948 
1949 


if necessary, is immediately requested to pay the 
final bill or uncollectible account before service 
is reconnected, plus a required meter deposit 
4. As a result of this installation which was com 
pleted May 15, 1929, we identified customers 
using service and transterred to their current ». Economy in personnel 
accounts final bills or uncollectibles in the It has eliminated the duplication of records. The 
amount of $29,737.17. We also identified those only name file kept anywhere within the company. 
that were not using service and which were later Consolidated many customer records that existed 


given to a collector, the sum of $19,186.45, mak- prior to installation Most all companies without 


; } 


ing a total of $29,000.00. The total cost of the a credit history record file have a file here and a 
file at that time was between $15,000.00 and file there, which contains applications, deposit rec 
$20,000.00. ords, guarantor agreements, final bills and uncollecti 


During 1949, in order to properly man this file, it ble accounts. It is certainly obvious the advantages 


required ten employees and one supervisor at a cost of ot having these located at one central location 


4 770 lm — -_ . , , 
$24,779.00. We, therefore, feel that our credit history In conclusion, it provides the credit department with 
record file is satisfactory and has given us many ad speedy reference and a complete credit record of all 


vantages, some of which are as follows: accounts in the customer's name, which should be a 
a. It has promoted and preserved customer good will. tremendous advantage in ovetcoming future collection 


Every company, more so now than ever, is spending problems and improving customer relations. wee 
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*TELE-8S PEED” 


JOHN J. CANAVAN, Manager, Credit Bureau of Greater Boston, Boston, Massachusetts 


N SEPTEMBER NINETEEN HUNDRED AND 

FIFTY, The Credit Bureau of Greater Boston, Inc. 
( Merchants’ Credit Bureau), moved to new and spacious 
quarters at 11 Beacon Street, Boston, marking another 
progressive step by this organization which started busi 
ness twenty years ago. These new quarters provide an 
increase in floor space to 10,000 square feet, better light 
ing, air-conditioning and soundproofing. The additional 
space has enabled an increase of 40 per cent in filing 
capacity. Accent is on speed, providing a new, stream 
lined service to members. 

One of the most important new features inaugurated 
at the Credit Bureau is the revolutionary telephone system 
which really overshadows all of the other major improve 
ments secured as a result of the move. Although the 
basic cost of the new telephone equipment is substantial, 
the benefit to members, and the anticipated increase in 
volume, should compensate for this increase. All tele 
phone calls, originating either in a member’s office with 
a direct line to the Credit Bureau, or in the office of a 
member without direct-line facilities, terminate at the 
Credit Bureau in a three-position automatic PBX No. 
605-A, multiple-type cord switchboard, capacity 1,200 
lines each position, from which the call is routed to the 
proper station in the Credit Bureau. 

Instantaneous service is now available to any Credit 
Bureau member who desires file information on a single 
name. One large Boston store made a survey of 700 
calls to the Credit Bureau and determined that the 
average elapsed time was less than two minutes. The 
files at the Credit Bureau are broken up into sections of 
five cabinets per section. Affixed to each five cabinets 
are three No. 4-A box-type jacks with buzzer and beehive 
lights, equipped with the new lightweight telephone head 
sets with nine-foot cords, so that the entire five cabinets 
can be serviced by one section clerk without removing 
the headset. When the member is challenged by the 
bureau switchboard operator, he tells her “one name 
Williams.” Without delay the operator routes the call 
to one of the three jacks on the Williams file section. 
The section clerk is alerted to the call in her section by 
an audible signal (buzzer) and by a flashing beehive light. 
Upon answering the call the buzzing is discontinued and 
the light changes from flashing to steady, to indicate that 
there is one busy line in that particular section. 

The section clerk secures from the member the essential 
information as to name, address, employment, etc., of 
the customer, and requests the member to hold the line 
until she completes her file search for the master card 
pertaining to the individual. While searching for the 
card she can continue conversation with the member, 
if necessary, to secure additional information, such as 
other addresses and description, or to discuss the need for 
another type of service. The jack is also equipped with 
a holding key, so that the section clerk can remove her 
headset to seek supervisory advice, or for any other reason. 

When the file information is returned to the member 
the section clerk records the inquiring member number, 
the date and symbol on the card, and immediately returns 
the card to the file, thereby reducing substantially the 
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number of cards removed from the file Members of 
Credit Bureau of Greater Boston are enthusiastic about 
this new service for a number of reasons. Better cus 
Members with 


small reception areas have advised that with this new 


tomer service is of prime importance 


“Tele-speed”” service they can interview the customer, 
obtain credit information from the Credit Bureau, and 
have the customer on her way to shop in the store within 
a matter of minutes, thus eliminating the queues in the 
credit office, which formerly had discouraged customers. 

Any member with inter-ofice automatic dial systems 
can now use any of its telephones to contact the Credit 
Bureau over the direct line connection between its switch 
board and the Credit Bureau switchboard. By the same 
medium the bureau can use that direct line to dial any 
ot these members. Such an arrangement enables both 
parties to make unlimited use of the telephone at no 
expense, except the cost of a private line. Another im 
portant development from this telephone arrangement is 
the fact that the Credit Bureau can use these direct lines 
to go directly to the member's clerk in seeking up-to-date 
ledger experiences. 

One of the large Boston stores made an effective use 
of its internal automatic telephone system, in connection 
with a watch sale promotion. Credit interviewers were 
installed right in the selling department, and as fast as 
the customer applications were taken, the credit inter 
viewers used their automatic dial to reach the Credit 
Bureau switchboard over its direct line. Customers were 
serviced promptly and the store reduced elevator traffic, 
as well as eliminating the necessity for new customers to 
go to the credit office and then return to the sales de 
partment for delivery of the watch. 


Results of New Telephone System 
There have been a number of interesting developments 
from the Credit Bureau standpoint, as the result of this 
new telephone system. Cards remain in the file, and are 
available on duplicate inquiries the same day, without 
any delay. File clerks who before did nothing but re- 
move and return cards now have the satisfaction of talk 
ing to Credit Bureau subscribers thus having a new and 
real appreciation of the importance of their work. There 
is no doubt but that this system has resulted in a definite 
improvement in the morale of these clerks. Single-name 
calls aggregated approximately 200 daily when this 
service was first installed in the middle of September, 
but this total now exceeds 500 daily and is meeting with 
an enthusiastic response from Credit Bureau subscribers. 
Members who have lists of names for file information 
inform the switchboard operator that they desire “‘file 
information—several names.” That call is immediately 
routed to section tables where operators are available to 
take any number of names the member wishes to submit. 
Customers whose names are submitted on lists, obviously, 
are not waiting to take merchandise. Therefore, the 
credit information is telephoned to the member when 
available, rather than have the member hold the line. 
(N.R.C.A. members who would like further details on 
this plan should write John J. Canavan, Credit Bureau 
otf Greater Boston, 11 Beacon St., Boston 1, Mass.) *** 
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Mrs. Sadie Wagner 


On November 15, 1900, Charles Fantle, then co 
manager, Fantle Department Store, Sioux Falls, South 
Dakota, hired a 17 year old girl as saleslady in the ribbon 
department. In November, 1950, Mrs. Sadie Peterson 
Wagner, now Fantle’s Credit Manager elebrated 5 
ears of service with the store She was honored by 
Sadie Wagner Days,” at the store on November 10 and 
11 and she was present during a reception in the tea 
room on both days. The Daily drgus-Leader profusely 
illustrated a full-page of advertising with her picture 
ind radio station KSOO featured an interview on the 
promotion 

She became Credit Manager in 1916 at a time when 
All charged 


items were entered on a huge ledger and credit authori 


there was no such thing as cycle billing. 


zation was given from memory. She had to recognize 
the good and bad risks at sight and she admits this was a 
haphazard way of conducting business. She has always 
been in favor of new methods and practices and is grate 
ful for innovations such as visual credit authorization and 
up-to-the-minute credit bureau reports. 

Honors for her began with a reception given by Mr 
ind Mrs. Benjamin Fantle at their home, followed by a 
dinner at the Town Club. Guests included members of 
the Fantle’s Buyers’ Club, their husbands and wives and 
guests. Decorations and table settings were reminiscent 
ot the year she was hired to work in the ribbon depart- 
ment. 

The National Retail Credit Association congratulates 
Mrs. Wagner on this well-deserved recognition of 50 
vears of service with the Fantle organization. She has 
been a member of the N.R.C.A. since 1919 and is a 
member of the Quarter Century Club. Shown in the 
picture below is Mr. Fantle congratulating Mrs. Wagner. 
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TESTED CREDIT 


and COLLECTION 


LETTERS 


By WILLIAM H. BUTTERFIELD 


Author of 13 Other Outstanding 
Books on Letter Writing 


Here it is! The booklet credit execu- 
tives have been waiting for! It contains 
100 complete letter specimens that boost 
credit sales, build good will, and collect 
past-due accounts. 


This booklet consists entirely of letters, 
organized for quick, easy reference. It 
gives you a variety of effective account- 
solicitation letters ... “thank-you” letters 
for patronage and for prompt payment 

inactive-account letters that bring 
back lost patrons .. . letters inviting sug- 
gestions from customers and letters 
that collect slow accounts while holding 
customer good will. 


Here is a booklet that solves many of 
your daily letter-writing problems 
quickly, easily, and successfully .. . by 
giving you just the right letter for credit 
promotion or collection mailing. 


Forty-three leading retail firms have 
cooperated with the author in producing 
this valuable booklet. Order your copy 


$2.00 





NATIONAL RETAIL CREDIT 


ASSOCIATION 
Shell Building + «+ St. Lovis 3, Mo. 
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Grocery Credit 


J. A. Lemons, Lemons Super Market, Birmingham, Ala. 
IN NINETEEN THIRTY-FOUR, times were get 


ting a little better but comparing it to today, a man was 
taking a greater risk then when he started out on his 
own to open up a little business. My original capital 
was limited and spread mighty thin. I knew just what | 
could and could not do and still make a living out of 
the grocery business. 

Cash customers were pretty few and far between in 
those days and the ones that could and would pay their 
bills were rather scarce. The first week | was in busi 
ness | made personal calls to a selected group of 25 fami- 
lies in the neighborhood and offered them my groceries 
on a credit basis. What I mean by a selected group is 
that I had previously joined the Merchants Credit Asso 
ciation of Birmingham and had obtained up-to-the-minute 
and complete reports on each family. I had to be sure 
that every one of these 25 credit customers could and 
would keep their account prompt. 

When a customer applies to my store for credit, I use 
the same procedure now as I did when I opened my store 
many years ago. Here it is: 

1. Complete information: name, address, number in 
family, where employed, how long, actual duties, when 
paid and if possible, how much. 

2. Have a credit report made through the Merchants 
Credit Association. 

3. Study the report carefully with any other additional 
neighborhood information I might receive. 

4. Explain to the prospective credit customer out 
terms by showing him the back of the charge ticket which 
says, “Wholesale merchants DO NOT CARRY A 
BALANCE. They require their money each Monday 
for purchases made the previous week. 

OUR TERMS ARE: 
Your account paid in FULL on YOUR PAY DAY.” 

In addition to these four steps, before granting credit, 
I explain that we have built our business on impartiality. 
In other words, we did not feel and neither did our other 
customers feel that one customer should be given any 
better credit terms than another and we tried to maintain 
everything on this basis. I also explain that there are 
times when unexpected events occur, such as: sickness, 
accidents, deaths, etc. When the normal family budget 
gets out of balance, we will be as cooperative as possible 
and extend terms to meet these conditions. 


It is difficult to say what is the best way to handle 
charge accounts in a grocery store. What might be good 
for one store will not work at all with another. The 
procedure I have outlined was what I thought best for 
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me in my community and | might add it has paid off 
in dividends. Since 1934, we have only lost in round 
figures $500.00 and half of that has been in the last 
tew years. 

Whenever I went against my better judgment and an 
unsatisfactory report was received trom the Merchants 
Credit Association, I have nearly always ended up with 
a collection to make. The report would show what to 
expect, but some close friend would influence me to be 
a little more lenient than the situation called for. 

Watching credits is a full-time job just like any other 
task. When an account gets slow, I try to find out why. 
If there is no apparent reason and the customer has not 
voluntarily offered an explanation, | get a new credit re- 
port to find out how he is handling his other accounts 
Usually we are able to determine from this new report 
what the trouble is and then the proper steps are taken 
to make arrangements to bring the account up to date 
Every effort is made to maintain the good will of the 
customer and we try to arrange payments of at least 
$5.00 a week above their weekly grocery bill to bring 
the account into a current condition. 

We have usually found that when a customer gets be 
hind without any of the normal accepted excuses, he is 
slowly slipping away and it will not be long betore he 
has stopped trading with us altogether. Some merchants 
might say that possibly our credit policy might be the 
reason, but in defense of it we still have some of the 
original 25 credit customers and our business has grown 
in size, area and volume tenfold. 

More and more grocers are switching from credit to 
cash. In our community super market, we have approxi- 
mately 50 per cent cash customers and 50 per cent 
credit customers, and the credit customers we have on 
our books I would not trade for an equal number of 
cash customers. ba Ralal 





Something New in Credit Offices 

Auerbach’s, Salt Lake City, Utah, recently inaugurated 
i new innovation in their credit department. They have 
changed their row of oak desks and railings to a restful 
lounge with Wedgewood blue walls and chairs. Beside 
each group of chairs is a mahogany end table or coffee 
table which holds current magazines and ash trays. A 
pretty receptionist invites the customers to be seated, and 
calls a credit consultant. “The consultant brings a leather 
writing portfolio, complete with necessary forms, and 
helps the customer plan her credit arrangements in a 
friendly and informal atmosphere. It is not possible, as 
yet, to tell if the new atmosphere has increased credit 
accounts. While the friendly, gracious feeling between 
the store and customer was the object of the decoration, 
the management feels that results so far have surpassed 
expectations. 
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Credit Interviewing 


WHAT HAS BEEN said in previous months about 
the need for a complete credit application, obtained 
through a credit interview, leads logically to the purpose 

whether t decline the 
Deciding “ves” or “no” is the heart of credit manage 
ment. Close screening will lessen collection problems 
volume. On the 


other hand, serious credit losses may and often do result 


but perhaps deprive us of satisfactory 


from too amiable and easygoing attitude 

Before we can measure an application for credit, obvi 
ously we must have some standard against which it can 
be placed. This standard is the credit policy of the 
particular firm. Every merchant doing a credit business 
sooner or later faces the task of forming a credit policy 
Even if the owner himself handles credit applications 
there is still a policy even if it is only in his own head 
However, when the business progresses to the point where 
credit matters are delegated to others, his policy must be 
put into words, and clearly understood by those who ad 
minister it. 

It is a major shortcoming ot many small and large 
businesses both, that the firm's credit policies are not 
firmly established and understood. Hence, each member 
of the credit department does the best he or she can with 
each individual problem. Then, when collections slow 
up and losses mount, credit people are blamed for not 
having more sense. The responsibility rests with manage 
ment to define the limits and boundaries of credit opera 
tions, and provide a blueprint for credit personnel. 

What the credit policy shall be depends on many 
factors. Working capital and ability to support accounts 
receivable, nature of the business, merchandise carried, 
type of clientele, degree and nature of competition, all 
these, plus the desire of the owner of the business to 
grow and expand, will enter into policy. The main thing 
is to have a policy; credit managers working under the 
handicap of lack of clearly defined policy would do well 


to insist on one being established. 


Principles /m Accepting or Declining Accounts 


With the credit policy in mind, we can now go on to 
the principles involved in accepting or declining. In 
every group of credit applications there will be some that 
are undeniably good ; these we gladly accept. There will, 
unfortunately, be a few that are very poor; these we must 
decline. However, there will inevitably be several in 
between, and it is here we find our challenge. Good 
credit management calls for an ability to accept as many 
as possible of these, and at the same time keep losses to 


a minimum 
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Ihe address, for example, tells much to the credit 
granter who has taken the trouble to know his com 


Generally speaking, the place of residence ofters 


clues to the scale of living, social standing, et 


ipplicant. Study of addresses also will reveal where 


greater number of applications are coming from—helpful 
in planning credit sales promotion efforts 

Marital status seems to have a definite significance in 
credit losses. Married people are customarily better risks 
than single persons Ar least one large mail order house 
studying the matter has concluded that the divorced 
person is about the worst possible risk so far as the marital 
status factor is concerned. 

Age is definitely an important factor particularly now 
when demands are being made on men of certain age 
brackets for military service. Incidentally, while on this 
we factor, credit granters should be familiar with the 
provisions of the Soldiers’ and Sailors’ Civil Relief Act 
ind the protection given persons in, or soon to be in the 
service. Also the position of a credit granter in accepting 
the application of a minor should be clearly understood 

Size of income is less significant than present financial 
commitments and responsibilities. Bills are usually paid 
out of income, but pay attention to capital reserves to 
give you assurance of payment in the event ot lessening 
or interruption of income 

Of course, the report of the credit bureau will be in 
valuable in determining your answer to the applicant. 
Usually a person will follow a pattern of behavior in 
handling personal finances. Seldom will a customer, who 
has built up a good record over the years, turn out to be 
unsatisfactory. Such a person will keep an eagle eye on 
commitments, and not allow purchasing to exceed ability 
to pay. Conversely, the customer the bureau shows to 
be consistently slow over a period of time will hardly 
give better treatment to your account. 


(Turn to “Credit Interviewing,’’ page 27.) 
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Opinions of Management 


The world today is faced with greater uncertainties and 
more unrest than probably has ever been present at one time 
in the entire history of civilization. People, 
many things under the stress of emotion, 
escape from the stark realities of life. 
is apt to follow two extremes. Some people become more con 
servative; others feel that because the economic future is 
obscure, it is expedient to make the best of it while they can and 
to the extent of their ability to procure credit, in order to 
satisfy their desires and needs, which they may have wanted 
to fulfill for a long time. Credit executives, who have the re 
sponsibility as retail bankers to promote business through the 
extension of credit, and yet not beyond the capacity of the pur 
chaser to be able to take care of his or her obligations, must find 
the line of demarcation which divides 
purchasing habits. To do so is not always easy. The best 
means to find this line of demarcation, if possible, is to examine 
not only the financial ability of the individual to pay his debts 
but to balance this with the moral background of each indi 
vidual seeking credit. In order that a credit manager may 
fulfill such a heavy responsibility under trying conditions, as 
I have so often pointed to in previous articles and addresses 
I have made before credit men, it is of the essence for the top 
man in the department to develop a strong organization around 
him; and, simultaneously, to 
tives, sufficient authority to 
fulfill responsibility. The top man, of course, must supply his 
organization with sound leadership and, in particular, lay 
down the philosophy or the policy under which he expects his 
organization to function —Sidney R. Baer, Vice-Chairman of 
the Board and Treasurer, Stix, Baer & Fuller, St Mo 
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Credit Controls, valuable as a defense measure, 
are required to stabilize economic conditions. Larger 
volume Philadelphia department stores are affected 
but slightly by present controls, but smaller retailers 
who have been selling to extreme lower income 
groups, without any down payment, have suffered 
declining sales. Regulation W is a wise economic 
measure to save those unable or unwilling to buy 
wisely. Installment payments might profitably be 
limited to twelve months instead of the present fif- 
teen. A charge account is a convenience and really 
not a consumer credit. Wise administration in open- 
ing and watching such accounts removes any neces- 
sity for Government intervention. Such a control 
might assist temporarily as a collection step-up; an 
advantage soon negatived by current payments catch- 
ing up to requirements. Charge accounts should be 
left to the retailers—Howard Cooper Johnson, Presi- 
dent, Strawbridge & Clothier, Philadelphia, Pa. 


Opinions of Credit Executives 


One outstanding problem that 
ment for 1951 is that of proper 
constantly changing picture in 
every organization to train more 
have on their staff at the present 
best of service to the public 
ing our high 


retail credit 
credit education 

office personnel, it 
intensely those which they 
time so they may give the 
Next, the introduction of train 
schools, colleges and universities is 
essential in order that we may have credit minded individuals 
come from schools who may adapt themselves to office 
cedure very readily in the future. Also, that public education 
of the proper use of credit through newspaper ads, radio, tele 
vision and direct contacts through civic organizations should be 
intensified in order that the public will be receptive to efforts 
made by merchants to carry on a good credit business The 
matter of credit education, in my judgment, outshines any 
thing else that should be given attention during the coming 
vear, as I am sure that everybody will benefit from these 
efforts —Dean Ashby, J. L. Brandeis & Omaha, Neb 
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The most important problem which we face in 1951 
is devising ways and means of stimulating credit 
business despite controls. We will undoubtedly have 
controls throughout 1951 and it is apparent that they 
will be broadened to cover many items which are 
now exempt. The present controls appear to be 
arbitrarily set to curb industries rather than to pro- 
tect the supply of scarce materials, and eventually, 
such controls must be re-established on a more sound 
basis. At that time charge account controls would 
seem to be inevitable. Credit managers should strive 
in 1951 to find ways and means not only of holding 
their present credit volume but to increase it.—David 
K. Blair, H. Lieb’s & Co., San Francisco, Calif. 
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Our problem for 1951 is in enlisting and training 
loyal and efficient personnel who can absorb ideals 
of service. These people must be drawn from a 
group that does not know what it is to transact busi- 
ness except in a war economy. With the right people 
in our credit departments, the problems incident to 
credit promotion, collections, and customer relations 
will not exist in the usual way.—C. G. Evans, The 

Halle Bros. Co., Cleveland, Ohio 

ee =F 

I believe our credit problems will be many and 
ing 1951. Undoubtedly we will have more 
ing the year which will present a prob! 
be a problem out here on the West Coast in 
that during 1950 credit terms, rather than 
sold’ by many firms. Another problem 
affect the West Coast will be that of personnel \s the 
program accelerates competent help will be at a 
Many people contend that competent help 
if we get all out controls. I 
thought, however, 
our volume, 


help 


reles, Calif 


varied dur 
credit controls’ dur 
em in itsel! They will 
fact 


were 


view of the 
merchandise 

which will greatly 
war 
premium 
will not be a factor 
do not agree with this trend of 
that contro!s will definitely reduce 
and this is where competent credit personnel can 
Competent credit personnel, 
increase any retail business 
gardless of controls, is always an extremely important 
and I believe should constantly be carried on through 
paper advertising —Chas. S. Gallagher, F Union 
ware, San Jose, Calif 
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The most important problem facing retail credit in 
1951 is that of credit regulations. They have already 
slowed up business and if stiffened at all, would 
throw out of the market many salaried people who 
can buy only on convenient payment terms. Present 
terms are already beyond their reach. It is the work- 
ing man with a small salary, and who represents the 
buying power, that suffers from these regulations, 
whereas the people with large incomes and heavy 
savings can buy anything they want. We want to co 
everything possible to aid the war effort but until 
manufacturing plants are furnished with enough war 
work to keep people employed, they must of neces- 
sity continue making consumer goods and these 
goods, in the main, have always been sold on con- 
venient credit terms—A. B. Hunter, The Rudolph 
Wurlitzer Co., Chicago, Il. 
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The Current Trend 
Of Credit Thought 





that credit controls in general are good at the present 
me when there is so much money im circulation anywa and 
le will still buv even though forced to part with some of 
their cash a bit sooner than otherwise As far as our operation 
goes they have not had too much effect on sales, with the 
exception of television sets. I do not consider the amendment 
to the regulation too severe in fact, I think that it 
about right I do not think that charge account 
necessary at the present time; however, we should 
make our customers adhere to terms and not relax our requ 
ments as we might be tempted to do if money were tght 
charge accounts were controlled, | think that the ‘60 day from 
illing date arrangement is quite fair and as close as it 
should be In addition to the problem of controls, we shall be 
confronted with a personnel problem, due to the necessary 
irms production and the consequent exodus of people fron 
retail stores into industry Naturally, we shall have to have 
training simplified as much as possible and take many short 
cuts.—George K. Knapp, E. W. Edwards & Son, Rochester, N. ¥ 
* * * 

In times such as we are undergoing at present 
who is to say whether present or contemplated con- 
trols are too severe? Yes, they have definitely af- 
fected our volume in hard lines, and if applied to 
charge accounts, will serve to further reduce sales 
volume, especially on our revolving credit accounts 
I am for controls if absolutely necessary to support 
defense needs, but only for that purpose. It has 
definitely removed a large segment of the low income 
group from the market. Obviously, then, our chief 
problem for 1951 becomes one of more intensive 
credit sales promotion to make up for the losses 
we are going to suffer as a result of controls —G 
Longenecker, Newman's, Joplin, Mo 

* * * 

History is repeating itself it i more perilou F In 
general, | do not believe in controls, but in a nationa 
emergency it is inevitable So far the regulation has not 
affected our operation. Loans continue to expand regardless of 
some loss in auto business The fifteen months imit on new 
cars has not kept most firms from selling new cars, but worked 

hardship on honest, hard-working men and women The 
credit controls imposed on charge accounts during the last war 
will serve Other problems confronting the credit grantor are 
Failure te take into account that higher taxes will be imposed 

to cope with Soldiers’ and Sailors’ Civil Relief Act—to 
evaluate high cost of living and to check closely migratory 
defense workers—will make collections one of the most im 
portant problems To educate the customers not to overbuy 
Savings looks less attractive In some cases, credit sales pro 
metion will be almost nonexistent since there is no poimt in 
working up a demand for merchandise you don't have and 
cant get Theretore we must give more time to inactive 
accounts. With rigid credit controls there is a problem of 
retaining the customers’ good will The credit othce person 
nel-must be even more carefully trained in customer relations 

Stella Murphy, Citizens Savings & Loan Corporation, Chat 
tanooga, Tenn 

x* * ®* 

If more controls are to come, and doubtless they 
are, let us hope for clarity and simplicity. Almost all 
credit granters are still familiar with the open ac- 
count terms of old Regulation W and so are the cus- 
tomers. If it is to come back, let us pick up where 
we left off and save th: time and expense of educat- 
ing new. Government control of credit may some- 
times be necessary, but surely it is not a weapon 
with which you can win wars, control inventories and 
solve unemployment problems. To tell Mr. Jones 
he can’t have the stove today, unless he has $75.00 
cash to pay down, and tomorrow, tell him it is 
good business for him to buy it with no down pay- 
ment and pay 36 months’ carrying charges, is too 
inconsistent. It takes into consideration everybody 
but Mr. Jones.—S. J. Nicely, Miller's, Knoxville, 
Tenn. 
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(1) If credit controls were properly applied in con- 
junction with other controls such as wages, stock 
and prices it would be wonderful to keep down the 
inflation trend 


(2) The public has not been sufficiently educated 
to fully realize the extent of price controls. As 
operated today it is very unsatisfactory to business 
that operates on the credit plan 

(3) Credit controls should be applied to all retail 
business, as it is today luxurious items are not in- 
cluded 

(4) If credit controls were applied to all retailers 
and the public made cognizance of the facts of what 
they can buy and not left in the dark the writer be- 
lieves the retail business (especially the credit busi- 
ness) would return to normal.—D. H. Rice, Rice 
Furniture Co., Jackson, Miss 


ae ae 


\s far back as 1920 I advocated short term credit, and I 
Going into debt beyond one's ability to pay within a rea 
ble length of time is an unhealthy situation for the ind 
vidual as well as the nation As time passes on we coin new 
words tor old ills; today we hear about and are burdened with 
fiation, and long term credit is a form of inflation | do 
think the Regulation of open accounts if enacted should be 


sixtv days instead of thirt or seventy days instead of forty 
rovided half the account is paid in thirty 


mainder in sixty For seasonal 


davs and the re 
purchases and soft goods I 
think one-third cash and the balance in three to 


five equal 
monthly payments with or without car 


rying charges would 
take car t unusual conditions. On hard goods one-third cash 
and balance in fifteen to eightcen months On lav-aways 
one-fourth cash and definite time limits in balance Jno. M 
Walsh, The Gold-Stein-Migel Co., Waco, Texas 


a a 


The most significant thing on the horizon seems 
to be the popular demand for government control, 
and the lack of interest on the part of the adminis- 
trators on the same controls. At this writing, busi- 
nessmen and individuals are clamoring for safety 
measures that will guard their life investments 
against inflation. The government seems to be slow 
to respond, partly because of inadequate staff, and 
partly because of an apparent desire to keep busi- 
ness activity at the highest level possible. Controls 
on prices and wages cannot be imposed without some 
form of credit control. As much as any credit man- 
ager dislikes controls, he must shut his eyes to the 
inconveniences and think only of a long-term effect 
on the economy of the country and eventually on his 
own business operation —Fred N. Wells, Wells & 
Frost, Lincoln, Neb 
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REVISED ESTIMATES OF CONSUMER CREDIT 





PROVISIONAL REVISION of the single-payment 
loan component of the Board's estimates of consume 
credit, which is defined to include only short- and inter 
mediate-term credit, has been made for the purpose of 
excluding the bulk of commercial bank single-payment 
loans that cannot be reasonably identified as consumer 
loans. The Board's estimates of total short- and inter 
mediate-term consumer credit outstanding have been 
adjusted downward to take account of these adjustments 
in the single-payment loan series. 


The principal effect of the revision is to reduce esti 
mates of total consumer credit currently outstanding by 
about 2.2 billion dollars or 10 per cent and to lower the 
increase in the total during the past year by about 300 
million or 7 per cent. Consequently, the rise in total 
consumer credit from September 1949 to September 1950 
is now 29 per cent rather than 28 per cent. The esti 
mates for instalment credit, the principal component of 
the total, have not been changed by this revision. 

Previously the estimates of single-payment loans of 
commercial banks have been based upon this item of the 
semiannual call report data for all insured commercial 
banks. Since the call report includes a separate classifica- 
tion of business, agricultural, and financial loans, it was 
assumed that the item “single-payment loans to indi- 
viduals” represented loans primarily for consumption 
purposes. However, special surveys in recent years have 
shown that this category of commercial bank loans is not 
restricted to loans for consumer purposes. Since it was 
not possible to have all single-payment loans of com 
mercial banks classified according to purpose, it was de 


1Also includes, for the period 1946 to date, revised estimates 
of pawnbrokers’ pledge loans outstanding. This revision re 
flects additional published information from  pawnbrokers’ 
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cided after investigation to treat ill single payment loans 
of less than $3,000 as consumer loans and to regard those 
of $3,000 or more as being used primarily tor noncon 
sumer purposes. Consequently, arrangements were made 
with the three Federal bank supervisory agencies to ob 
tain a breakdown of the single-payment loans of insured 
commercial banks between those of less than $3,000 and 
those of $3,000 or more beginning with the call report 
of June 30, 1949. The outstanding balances of the loans 
below $3,000 are assumed largely to represent single 


payment consumer loans outstanding. 


New Method of Estimating Consumer Loans 


This new method of estimating single-payment con 
sumer loans outstanding at commercial banks may be 
considered arbitrary in various respects. However, tak 
ing into account only single-payment bank loans to indi 
viduals of under $3,000 for purposes of the consumer 
credit statistics assures that loans in this category will be 
generally consistent as to typical size with loans covered 
by the other components of the consumer credit series. 
While some nonconsumer loans may still be classified in 
the under $3,000 level, this bias will find offset in that 
some single-payment loans of $3,000 or more are prima 
rily tor consumption purposes. 


In the absence of any better method of adjusting this 
series prior to June 30, 1949 it was decided to use the 
proportion of single-payment loans below $3,000 to the 
total. This percentage on June 30, 1949, 31.4 per cent, 
was applied uniformly to the previous estimates of 
monthly single-payment loan balances of commercial 
banks from January 1929 through May 1949 to get the 
revised estimates. This is not regarded as an_ ideal 
solution to the problem but is the only practicable solution 
presently available. Further study will be given to this 
matter in an effort to secure a better basis for the esti 
mates on this class of consumer loans. 


Revised estimates of single-payment loans outstanding, 
together with corresponding revisions in estimates of total 
noninstalment credit and total consumer credit, are shown 
on the following page. 


Effect of Revision of Single Payment Loans 


The effect of the revision has been to reduce the level 
of the single-payment loan series by approximately two 
thirds. For September 1950 total single-payment loans 
have been lowered from 3,342 million dollars to 1,182 
million dollars; total noninstalment credit, from 8,124 
million to 5,964 million; and total consumer credit, from 
21,453 million to 19,293 million. 

The consumer credit estimates published by the Board 
are in process of restudy and revision. As modifications 
are made in methods of estimate and in the resulting 
series, including the present single-payment loan series, 
further statistical revisions will be published in the 
BuLLeTIN. A comprehensive reworking of the estimates 
back to 1929 must await further progress on this work. 


Federal Reserve Bulletin. 
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‘*BUY A BRICK” 


News 


“Buy a Brick” Comments 


The Associated Retail Credit Men of San Francisco, S. A 
Fibish, Livingston Brothers, President, voted to participate in 
the ‘Buy a Brick’ campaign and have requested me to forward 
their check in the amount of $150.00 for the building fund of 
our National Association As credit managers, we have a 
special interest in the National Retail Credit Association and 
it is a pleasure for us to assist in making possible the construc 
tion of the othce building with a minimum of debt."—O. W 
Frieberg, Assistant Vice President, American Trust Company 
San Francisco, California, Third Vice President, National Re 
tail Credit Association 


“Here is my two dollars for two bricks and it is 
a privilege and a pleasure to send them.”—Robert O. 
Bonner, L. S. Ayres & Co., Indianapolis, Ind. 
(Member of Quarter Century Club and Honorary 
Life Member.) 


Phe Credit Executives of Corpus Christi, Texas, desire to 
express their approval of the campaign to ‘Be a Good Brick, 
Buy a Brick’ by enclosing a check for $49.00 toward this worth 
while project This sum represents a dollar for each of our 
49 members and while our Association is not as large as some 
in other cities, we assure you that we are behind the work of 
the N.R.C.A. 100 per cent strong. It is our hope that local credit 
Associations throughout the United States and Canada will 
join with Corpus Christi and other cities in contributing toward 
the construction of your office building David Mavyerson, 
President, Credit Executives of Corpus Christi, Corpus Christi, 
Texas 


“Having enjoyed and profited much by a 23-year 
membership in the National Retail Credit Associ- 
ation, I am happy to enclose my check for $5.00 as 
a contribution to your ‘Buy a Brick’ campaign and 
wish you much success for this project.”"—George W. 
Stephens, Credit Manager, R. E. Powell & Co., Salis- 
bury, Md. 


I am glad to note that your efforts to obtain a new building 
for the N.R.C.A. are now bearing fruit and I think the ‘Buy a 
Brick’ campaign is an excellent one Having been a student 
of credit for many vears, I am indebted to vou and the N.R.C.A 
for many benefits derived therefrom. Please accept my check 
for $5.00 for five bricks."—Fred R. Medlen, Credit Sales Direc 
tor, Lichtenstein'’s, Corpus Christi, Texas 


“I think President Wolfinger’s appeal on the front 
cover of the November CREDIT WORLD for na- 
tional members to buy a brick on our new building 
being constructed is excellent. I deem it a personal 
privilege to be permitted to conform with his request 
and am enclosing my check for $5.00 to purchase five 
bricks. Judging from your last report, you are pro- 
gressing nicely on the building and I know you will 
be very happy when you move into our own home.” 
—J. H. Fisher, Credit Manager, Meier & Frank Co., 
Portland, Oregon. 

May I take this opportunity of sending you my check for 
$5.00 to buy five bricks. I do this, first, to tell you that the 
cause is splendid, and second, and above all, to tell you how 
much I appreciated and enjoyed membership in the N.R.C.A 
for a number of years. I also want to go on record as saying 
that the National did a great deal for me I found you and 
Mr. Wallace always cooperative and likewise Mr. Wallace's 
predecessor, Frank Caldwell. I joined when I opened the first 
credit bureau in Alaska, and then I grew and grew until I 
owned and operated all three of them. I doubt whether I could 
have attained this success without the help of you three fellows 
When Mr. Caldwell! resigned, I leaned very heavily on both vou 
and Mr. Wallace. My best wishes for a successful and worthy 
movement.”—Charles Waynor, Collection Service, Hodge Build- 
ing, Seattle, Washington 
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“President Wolfinger's ‘Buy a Brick’ suggestion to 
help finance the National's new home is an inspira- 
tion in practical cooperation in mutual interests that 
will bring handsome returns to all of us and burden 
none. It is a ‘natural.. We would like to furnish a 
few of our own for your use, so here is our check for 
25 bricks, with our best wishes."—H. S. Darrington, 
Executive Vice President, Credit Bureau of Atlanta, 
Atlanta, Georgia. 


The Olympia Retail Credit Men's Association has followed 
with keen interest, the growing momentum of the ‘Buy a 
Brick’ campaign At our last meeting the ofhcers and the 
board members voted unanimously to ‘get on the band wagon 
Enclosed is our check for $20.00, our Association's contribution 
to this fine campaign. We believe it is a privilege to partici 
pate im this project. If the future of the N.R.C.A. may be fore 
ast by the pattern of its past successes, we see great things 
thead Clifford I Stilz, President, Olympia Retail Credit 
Men's Association, Acme Fuel Co., Olympia, Wash 


“Referring to Clarence Wolfinger’s circular letter, 
I am attaching our checque representing our contri- 
bution towards the ‘Buy a Brick’ campaign. This 
contribution is merely from this office as a member 
of the Association and I certainly will make it a 
point to recommend to other N.R.C.A. members in 
our city that they likewise contribute to this worthy 
cause."—A. D. Sinclair, Manager, The Credit Bu- 
reau-Ottawa and Hull, Ottawa, Ontario, Canada 


Enclosed is our check for $30.00 which will cover the pur 
chase of 30 bricks for the new building It is not a large 
amount but represents a token payment of $5.00 each from our 
six stores Congratulations on the ‘Buy a Brick’ campaign 
It is a good idea."—A. B. Hunter, Credit Manager The 
Rudolph Wurlitzer Co., Chicago, Ill 


“We, the Mile High Credit Women’s Breakfast 
Club of Denver, Colorado, wish to have a small part 
in the building of the new permanent home for our 
national headquarters and would like to purchase five 
bricks. We are proud of the progress being made in 
this direction and sincerely hope it w ll be successful.” 
—Clara G. Brown, President, Mile High Credit 
Women’s Breakfast Club, The Chas. E. Wells Music 
Co., Denver, Colo. 


The Boston Association is very happy indeed to be able to 
enclose our check for $100.00 as a contribution towards the new 
building. We certainly are heartily in accord with the project 
and only wish that we could take a more substantial part to 
wards this promotion.”"—Harry A. Hartford, Credit Manager 
Paine Furniture Co., Boston, Mass. 


“We of the Rochester Retail Credit Association 
would like you to accept, as a token of our apprecia- 
tion for the fine work being accomplished by the na- 
tional office, the enclosed check for $25.00 to be used 
to buy a few bricks for your new building.”"—John G. 
Hart, President, Rochester Retail Credit Association, 
Sibley, Lindsey & Curr Co., Rochester, New York. 


Here is our contribution for ten bricks for vour new home 
\s we are hosts to the Sixth District Conference in February, 
1951, our funds are somewhat limited But our wishes 
our success in this campaign are 100 


tor 
per cent.” A. J. Thele- 


man, Secretary, Retail Credit Association, Davenport, lowa 
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REVISED ESTIMATES OF CONSUMER CREDIT 








PROVISIONAL REVISION of the single-payment 
ot the Board's ot 
credit, which is defined to include only short- and inter 


loan component estimates consumer 


mediate-term credit, has been made for the purpose of 
excluding the bulk of commercial bank single-payment 


loans that cannot be reasonably identified as consumer 


loans.' The Board's estimates of total short- and inter 


mediate-term consumer credit outstanding have been 


adjusted downward to take account of these adjustments 


in the single-payment loan series. 

The principal effect of the revision is to reduce esti 
mates of total consumer credit currently outstanding by 
about 2.2 billion dollars or 10 per cent and to lower the 
increase in the total during the past year by about 300 
million or 7 Consequently, the rise in total 


per cent. 


consumer credit from September 1949 to September 1950 
2 The esti- 
mates for instalment credit, the principal component of 


is now 29 per cent rather than 28 per cent. 


the total, have not been changed by this revision. 

Previously the estimates of single-payment loans of 
commercial banks have been based upon this item of the 
semiannual call report data for all insured commercial 
banks. Since the call report includes a separate classifica- 
tion of business, agricultural, and financial loans, it was 
that the item 
represented 


“single-payment loans to indi- 
primarily 


assumed 


viduals” loans for consumption 


purposes. However, special surveys in recent years have 
shown that this category of commercial bank loans is not 
restricted to loans for consumer purposes. Since it was 
not possible to have all single-payment loans of com 


mercial banks classified according to purpose, it was de 


1Also includes, for the period 1946 to date, revised estimates 
of pawnbrokers’ pledge loans outstanding. This revision re 
flects additional published information from pawnbrokers’ 


=] AN UNUSUAL 
STICKER 


THIS MOST UNUSUAL 
STICKER has been designed for 
use by members. 

They should be used on letter- 
heads of the credit department and 
on statements on which a previous 
month’s balance has been brought forward. 

THIS STICKER carries the prestige of the Na- 
tional Retail Credit Association and the slogan, 
‘*Guard Your Credit As a Sacred Trust,’’ is an 
excellent educational message. Order a supply 
today. 

SHOWN ABOVE actual size, they are printed in 
the National's colors, bronze blue on gold gummed 
paper. 





MEMBER 


National Retail 
Credit 
Association 








Price, $2.50 per thousand 
NATIONAL RETAIL CREDIT ASSOGATION 
t. 





Louis 3, Mo. 





I Shell Building 
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cided after investigation to treat all single-payment loans 
of less than $3,000 as consumer loans and to regard those 
of 33,000 or 


more as being used primarily for noncon 


sumer purposes. Consequently, arrangements were made 


with the three Federal bank supervisory agencies to ob 
tain a breakdown of the single-payment loans of insured 
commercial banks between those of less than $3,000 and 
those of $3,000 or more beginning with the call report 
of June 30, 1949. 


$3,000 


The outstanding balances of the loans 


below are assumed largely to represent single 


payment consumer loans outstanding. 


New Method of Estimating Consumer Loans 


This new method of estimating single-payment con 
banks 
However, tak 
ing into account only single-payment bank loans to indi 
viduals of 


sumer loans outstanding at commercial may be 


considered arbitrary in various respects. 


under $3,000 for purposes of the consumer 
credit statistics assures that loans in this category will be 
generally consistent as to typical size with loans covered 
by the other components of the consumer credit series. 
While some nonconsumer loans may still be classified in 
the under $3,000 level, this bias will find offset in that 
some single-payment loans of $3,000 or more are prima 


rily for consumption purposes. 


In the absence of any better method of adjusting this 


series prior to June 30, 1949 it was decided to use the 
proportion of single 
total. 


was 


payment loans below $3,000 to the 

This percentage on June 30, 1949, 31.4 per cent, 
applied uniformly to the previous of 
monthly single-payment loan of commercial 
banks from January 1929 through May 1949 to get the 
revised This is an ideal 
solution to the problem but is the only practicable solution 
presently available. 


estimates 
balances 
estimates. not regarded as 
Further study will be given to this 
matter in an effort to secure a better basis for the esti 
mates on this class of consumer loans. 

Revised estimates of single-payment loans outstanding, 
together with corresponding revisions in estimates of total 
noninstalment credit and total consumer credit, are shown 
on the following page. 


Effect of Revision of Single Payment Loans 


The effect of the revision has been to reduce the level 
of the single-payment loan series by approximately two- 
thirds. For September 1950 total single-payment loans 
3,342 million dollars to 1,182 


total noninstalment credit, from 8,124 


have been lowered from 
million dollars; 
million 
21,453 

The 


are in process of restudy and revision. 


to 5,964 million; and total consumer credit, from 
million to 19,293 million. 

consumer credit estimates published by the Board 
As modifications 
are made in methods of estimate and in the resulting 
series, including the present single-payment loan series, 
further statistical will be published the 
BULLETIN. A comprehensive reworking of the estimates 
back to 1929 must await further progress on this work. 


Federal Reserve Bulletin. 


revisions in 


Be a Good Brick, BUY A BRICK, TODAY! 





**BUY A BRICK”’ 


News 


“Buy a Brick” Comments 


The Associated Retail Credit Men of San Francisco, S. A 
Fibish, Livingston Brothers, President, voted to participate in 
the ‘Buy a Brick’ campaign and have requested me to forward 
their check in the amount of $150.00 for the building fund of 
our National Association As credit managers, we have a 
special interest in the National Retail Credit Association and 
it is a pleasure for us to assist in making possible the construc 
tion of the office building with a minimum of debt."—O. W 
Frieberg, Assistant Vice President, American 
San Francisco, California, 
tail Credit 


Trust Company 
Third Vice President, National Re 
Association 

“Here is my two dollars for two bricks and it is 
a privilege and a pleasure to send them.”—Robert O. 
Bonner, L. S. Ayres & Co., Indianapolis, Ind. 
(Member of Quarter Century Club and Honorary 
Life Member.) 


‘The Credit Executives of Corpus Christi, Texas, desire to 
express their approval of the campaign to ‘Be a Good Brick, 
Buy a Brick’ by enclosing a check for $49.00 toward this worth 
while project his sum represents a dollar for each of our 
49 members and while our Association is not as large as some 
in other cities, we assure you that we are behind the work of 
the N.R.C.A. 100 per cent strong. It is our hope that local credit 
Associations throughout the United States and Canada will 
join with Corpus Christi and other cities in contributing toward 
the construction of your office building."—David Mayerson, 
President, Credit Executives of Corpus Christi, Corpus Christi, 
Texas 


“Having enjoyed and profited much by a 23-year 
membership in the National Retail Credit Associ- 
ation, I am happy to enclose my check for $5.00 as 
a contribution to your ‘Buy a Brick’ campaign and 
wish you much success for this project."—George W. 
Stephens, Credit Manager, R. E. Powell & Co., Salis- 
bury, Md ; 

I am glad to note that your efforts to obtain a new building 
for the N.R.C.A. are now bearing fruit and I think the ‘Buy a 
Brick’ campaign is an excellent one. Having been a student 
of credit for many vears, I am indebted to vou and the N.R.C.A 
for many benefits derived therefrom. Please accept my check 
for $5.00 for five bricks."—Fred R. Medlen, Credit Sales Direc 
tor, Lichtenstein’s, Corpus Christi, Texas 


“I think President Wolfinger’s appeal on the front 
cover of the November CREDIT WORLD for na- 
tional members to buy a brick on our new building 
being constructed is excellent. I deem it a personal 
privilege to be permitted to conform with his request 
and am enclosing my check for $5.00 to purchase five 
bricks. Judging from your last report, you are pro- 
gressing nicely on the building and I know you will 
be very happy when you move into our own home.” 
—J. H. Fisher, Credit Manager, Meier & Frank Co., 
Portland, Oregon. 

May I take this opportunity of sending you my check for 
$5.00 to buy five bricks. I do this, first, to tell vou that the 
cause is splendid, and second, and above all, to tell vou how 
much I appreciated and enjoyed membership in the N.R.C.A 
for a number of years. I also want to go on record as saying 
that the National did a great deal for me I found vou and 
Mr. Wallace always cooperative and likewise Mr. Wallace's 
predecessor, Frank Caldwell. I joined when I opened the first 
credit bureau in Alaska, and then I grew and grew until I 
owned and operated all three of them. I doubt whether I could 
have attained this success without the help of you three fellows 
When Mr. Caldwell! resigned, I leaned very heavily on both you 
and Mr. Wallace. My best wishes for a successful and worthy 
movement.”—Charles Wavynor, Collection Service, Hodge Build- 
ing, Seattle, Washington 


Be a Good Brick, BUY A BRICK, TODAY! 


“President Wolfinger’s ‘Buy a Brick’ suggestion to 
help finance the National's new home is an inspira- 
tion in practical cooperation in mutual interests that 
will bring handsome returns to all of us and burden 
none. It is a ‘natural.. We would like to furnish a 
few of our own for your use, so here is our check for 
25 bricks, with our best wishes.”—H. S. Darrington, 
Executive Vice President, Credit Bureau of Atlanta, 
Atlanta, Georgia. 


The Olympia Retail Credit Men's 
with keen interest, the growing momentum of the ‘Buy a 
Brick’ campaign At our last meeting the ofhcers and the 
board members voted unanimously to ‘get on the band wagon 
Enclosed is our check for $20.00, our Association's contribution 
to this fine campaign. We believe it is a privilege to partici 
pate in this project. If the future of the N.R.C.A. may be fore 
cast by the pattern of its past successes, we see 
thead.”—Clifford L. Stilz, President 
Men's Association, Acme Fuel Co 


= 


Association has followed 


great things 
Olympia Retail Credit 


Olympia, Wash 


“Referring to Clarence Wolfinger’s circular letter, 
I am attaching our checque representing our contri- 
bution towards the ‘Buy a Brick’ campaign. This 
contribution is merely from this office as a member 
of the Association and I certainly will make it a 
point to recommend to other N.R.C.A. members in 
our city that they likewise contribute to this worthy 
cause.”"—A. D. Sinclair, Manager, The Credit Bu- 
reau-Ottawa and Hull, Ottawa, Ontario, Canada. 


Enclosed is our check for $30.00 which will cover the pur 
chase of 30 bricks for the new building. It is not a large 
amount but represents a token payment of $5.00 each from our 
six stores. Congratulations on the ‘Buy a Brick’ campaign 
It is a good idea.”"—A. B. Hunter, Credit Manager The 
Rudolph Wurlitzer Co., Chicago, Ill 


“We, the Mile High Credit Women’s Breakfast 
Club of Denver, Colorado, wish to have a small part 
in the building of the new permanent home for our 
national headquarters and would like to purchase five 
bricks. We are proud of the progress being made in 
this direction and sincerely hope it w ll be successful.” 


—Clara G. Brown, President, Mile High Credit 
Women’s Breakfast Club, The Chas. E. Wells Music 
Co., Denver, Colo. 


The Boston Association is very happy indeed to be able to 
enclose our check for $100.00 as a contribution towards the new 
building. We certainly are heartily in accord with the project 
and only wish that we could take a more substantial part to 
wards this promotion.”"—Harry A. Hartford, Credit Manager 
Paine Furniture Co., Boston, Mass 


“We of the Rochester Retail Credit Association 
would like you to accept, as a token of our apprecia- 
tion for the fine work being accomplished by the na- 
tional office, the enclosed check for $25.00 to be used 
to buy a few bricks for your new building.”"—John G. 
Hart, President, Rochester Retail Credit Association, 
Sibley, Lindsey & Curr Co., Rochester, New York. 


Here is our contribution for ten bricks for vour new home 
\s we are hosts to the Sixth District Conference in February, 
1951, our funds are somewhat limited But our wishes for 
our success in this campaign are 100 per cent."—A. J]. Thele 
man, Secretary, Retail Credit lowa 


Association, Davenport 
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1951 National Consumer Credit Conference 

Lehigh University will host to the next National 
Consumer Credit Conference to be held on the Uni 
versity campus, Bethlehem, Pa., May 24-25, 1951, Dr 
Carl E. Allen, dean of the college of business ,adminis 


tration and general chairman of the conference, has 
announced. Among the national and state organizations 
that will act as co-sponsors of the conference will be the 
National Retail Credit Association, Associated Credit 
Bureaus of America, American Industrial Bankers Associ- 
ation, American Finance Conference, Consumer Bankers 
Association, Retail Credit Institute of America, Credit 
Union National Association, National Consumer Finance 
Association, Pennsylvania Consumer Finance Association, 
Pennsylvania Credit Union League, National Association 
of Credit Men, and Pennsylvania Industrial Bankers 
Association. In addition, a number of other nation-wide 
organizations have been invited to share the responsibility 
for the conference. Frederick A. Barford, professor and 
head of the department of finance at Lehigh will serve 
as chairman of the program committee. 


Credit School at Greenville, S. C. 

The Retail Credit Managers Association of Green- 
ville, Greenville, South Carolina, recently completed a 
“Retail Credit Manage 
ment.” The course was sponsored by the Distributive 
Education Department of the Greenville Public Schools 
and the Credit Bureau of Greenville. The instructor 
was L. T. Lindsay, Controller, Ivey's Department Store 
and the classes were held in the auditorium of the store. 
The course was based on the text and reference book 
Retail Credit Management, available from the N.R.C.A. 
and lasted eight sessions. 


credit study course entitled, 


It proved to be the most suc 
cessful course ever undertaken in the city with 47 en 
rolled. The course concluded with a banquet and social 
at the High School. 


A picture of one of the sessions will 
be found on page 2 of this issue of The Creprr Worip 


Canadian National Conference 
The National Consumer Credit Conference for Cana- 
da will be held in Windsor, Ontario, February 19-21, 
1951. Delegates of the Associated Credit Bureaus of 
Canada, Credit Granters’ Association of Canada, and 
the Credit Women’s Breakfast Clubs will convene for 
these three days at the Prince Edward Hotel. 


Position Wanted—— 


Experienced retail credit manager, age 43, married 
accounting and mercantile background. 
100,000. 
locally. 


Prefer city over 
Reason for leaving, opportunities 
Box 1511, The Crepirr Worvp. 


Wanted to Buy 


Experienced middle aged credit man wishes to buy 
credit bureau with or without collection department in 
city not less than 30,000 located in western states. Pre 
fer Pacific Coast. Box 1512, The Crepr1 
Wor vp. 


limited 


Can pay cash. 


DIT worto 


= FLASHE S- 


Coming District Meetings 

District Two (New York and New Jersey) and 
District Twelve (Delaware, District of Columbia, 
Maryland, Pennsylvania, Virginia and West Virginia) 
will hold a joint annual meeting at Hotel New Yorker 
New York, N. Y., February 11, 12 and 13, 1951 
Members of District One (Connecticut, Maine, Mas 
Hampshire, Rhode Island, Vermont 
Canada, and Nova Scotia, Canada) are also 
invited to attend this meeting. 

District Three (Florida, Carolina 
ind South Carolina) and District Four (Alabama, 
Louisiana, Mississippi and Tennessee) will hold a joint 
annual meeting in Chattanooga, April 8, 9 
10 and 11, 1951. 

District Five (Ohio, Michigan, Ontario, Canada 
and Kentucky) and District Thirteen (Illinois, In 
diana, and Wisconsin, except Superior) will hold a joint 
annual meeting in conjunction with the 37th Annual 
International Consumer Credit Conference of the 
N.R.C.A. at the Stevens Hotel, Chicago, Illinois, June 
25, 26, 27 and 28, 1951. 

District Six (lowa, Minnesota, Nebraska, North 
Dakota, South Dakota, Superior, Wisconsin and Mani 
toba, Canada) will hold its annual meeting in Daven 
port, lowa, February 18, 19 and 20, 1951 

District Seven (Arkansas, Kansas, Missouri and 
Oklahoma) will hold its annual meeting at the Mayo 
Hotel, Tulsa, Oklahoma, March 11, 12 and 13, 1951 

District Eight (Texas) will hold its annual meeting 
in Galveston, Texas, May 20, 21 and 22, 1951. 

District Nine (Colorado, New Mexico, Utah and 
Wyoming) will hold its annual meeting at the Plains 
Hotel, Cheyenne, Wyoming, May 6, 7 and 8, 1951. 

District Ten (Alaska, Idaho, Montana, Oregon, 
Washington, Alberta, British Columbia and Saskatche 
wan, Canada) will hold its annual meeting at the 
Multnomah Hotel, Portland, Oregon, May 19, 20, 21 
and 22, 1951. 

District Eleven (Arizona, California, Nevada and 
Hawaii) will hold its annual meeting in Palm Springs, 
California, April 22, 23 and 24, 1951 


sachusetts, New 
Quebec, 


( yeorgia, North 


Tennessee, 





Robert F. Fehr 


Robert F. Fehr died at his home in Nashville, Tenn., 
November 28, 1950, after a year’s illness. He had been 
in the grocery business in Nashville for many years. Edu 
cated in the grammar schools of Nashville and Vanderbilt 
University, he was active in the Nashville Retail Credit 
Association and had attended many of our district and 
national conferences. He was a past president and 
treasurer of the Retail Grocers Association of Nashville 
a 32nd degree Mason and a Shriner. He was a member 
of the Lions Club, the executives’ club of Nashville and 
the Sportsman's Club. He is survived by two sisters and 
a niece to whom we extend our sincere sympathy. 





Be a Good Brick, BUY A BRICK, TODAY! 





Wanted by the FBI 


‘ 
COURTNEY TOWNSEND TAYLOR 
FBI No. 208,176 


The FBI is endeavoring to ascertain the whereabouts 
or any intormation concerning COURTNEY TOWN 
SEND TAYLOR, a known notorious check passer, who 
has been victimizing retail stores from coast to coast 
TAYLOR has been passing bad checks in Department 
Stores, Chair Stores 


throughout the United States 


Grocery Camera Stores, et 
Ihe checks which he passes are prepared by him in 
amounts ranging trom $40.00 to $120.00 


and usually 
end in odd cents and 


are drawn on the accounts of na 
tionally known corporations such as, “The Bayuk Cigar 
Company, R. H. Macy Co., Mars Ine., 


Smith Brothers 
Inc.,”” ete 


TAYLOR has used many aliases in the past. His 
most recent alias is Charles J. Roth, which has appeared 
on checks drawn on the account of the Reynolds Tobacco 
Company—Prince Albert Division. When cashing the 
checks TAYLOR claims to be a salesman or representa 
tive of the company appearing on the check he offers 
He claims that the check is an expense or salary check. 
When cashing these checks TAYLOR usually makes 
a purchase of approximately one-half the amount of the 
check taking the balance in cash and uses 


a fictitious 
driver's license or 


a fictitious employment identification 
card to identify himself. TAYLOR is reported to be 
armed and should theretore be considered dangerous 
TAYLOR has an extensive criminal record, having 
been convicted of breaking and entering, auto theft, mail 
theft, and forgery. When last arrested on June 6, 1944 
in Seattle, Washington, he admitted having passed ap 
proximately $55,000.00 in worthless checks in 28 states 
from January 19, 1943 until June 6, 1944. He 
released from prison on April 3, 1950 and shortly 
after returned to his former trade—fraudulent check 
passing. Since his release TAYLOR is known to have 
passed over $30,000.00 in bad checks over the length and 
breadth of the United States. 

TAYLOR is described as age +2, born June 22, 1908 


at Hartford, Connecticut; ¥ 10” tall; 220 pounds; heavy 
and muscular build; medium to ruddy 


Was 
there 


complexion ; 
brown hair; brown eyes; widow's peak forehead; flashy 
dresser; Kewpie doll on left forearm with word JERRY 
over same. 


\ tederal warrant tor 1 rre is Outstanding in 


Washington, D. ¢ for violation of the terms of his 
mditional release from a nited States Penitentiary 
1 tederal warrants are also outst inding for his arrest 
New York Cit New York, Miami, Florida 
Providence, Rhode Island 
If you have any information 
tits the } BI ( ice 


oncerning this individual 


] 
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Annual Conference of District Eleven 
15th annual conference of District Eleven will be 
world famous resort town of Palm 
4 195] bert D. Roberts 
committees are making 


President 


plans for the onference ever held in 


their district he leadership of David K. Blair 
district membership chairm the district has already 
added over SOO new members last conference 
itional SOO are expect be added before the 
next conference is held. Last ye district held their 


| under the direction 


ind an udd 


innual conterence at San Jose Calit 
of Dan Rowlands, district president, and Charles 5 
Gallagher, general program chairman and over 300 dele 
vates attended President Roberts, however, states that 
the Retail Merchants Credit Association, Los Angeles, 
who are sponsoring the 1951 conference, are preparing 


for more than SOO registrations 


New Honors for D. E. Burroughs 


1). E. Burroughs, General Credit Manager, Shell Oil 
Co., New York, N. Y., was elected President, American 
Petroleum Credit Association, November 15, 1950, at 
the 6th annual meeting of the organization in Cleveland 
Ohio. J. A. Walker, General Credit Manager, Standard 
Oil Company of California, San Francisco, Calif., was 
elected Vice President Re-elected as Treasurer and 
Secretary respectively for the coming year were: Harry 
E. Butcher, General Credit Manager, Cities Service Oil 
Co., Chicago, Ill.; and S. J. Haider, National Association 
of Credit Men, St. Louis, Mo 
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LEONARD BERRY 


S WE EMERGE from the welter of Christmas 
A transactions, and the pressure of November and 
December eases somewhat, credit managers should take 
time to review operations of the past two months. 

We learn by doing, and lessons taught in the school 
of experience become part of our total “know how.” 
However, the lessons must be remembered to be useful. 
Undoubtedly, at this minute you can think of a dozen 
things you wish you had done to improve customer service 
and departmental efficiency during the Christmas season. 
Write them down now while your memory is fresh and 
clear. Ask the members of your staff what they think. 
Usually those closest to the actual work have sound ideas 
for simplification and improvement. 

Thus when next October rolls around, you will be 
armed with facts rather than relying on hazy memory. 
The impressions of today recede rapidly and it is difficult 
to recall in detail, months from now, what seems so real 
to us at the moment. 

Here are a few things to consider in your review: 
Authorization. Was the authorization staff sufficient 
to handle peak loads? Were the additional people 
brought in soon enough to be thoroughly trained? Was 
the quality of authorization up to your standard? Did 
complaints of poor credit service exceed what might be 
considered the unavoidable minimum? Were the floor 
limits too high or too low? 

New Account Interviewing. When did the greatest 
number of new account applications occur? Did you 
have enough credit interviewers during evening hours? 
Did you experiment with having customers complete their 
own applications and if so, how successfully? 

Credit Sales Promotion. Was the program for new 
accounts and inactive promotion begun in sufficient time 
to be most effective? Did the results justify the expense ? 

Credit Bureau Service. In what way could you have 
cooperated better with the bureau to ease the mutual 
problem of getting and giving information rapidly and 
accurately? Your bureau will welcome suggestions. 

Those credit managers having charge of billing will 
want to consider the difficulties that arose in that func 
tion. How about the auditing procedure? What sug- 
gestions are you prepared to make to management for 
smoother operation in these and other accounting rou 
tines? Were sufficient cashiers available when needed ? 

These are just some of the items that should appear 
on the agenda for your “experience session.”’ By noting 
and recording danger spots and weak links in the chain, 
you will do a much better job in the future. 

Most credit managers have occasion to write letters 
that do not fit into the usual classification of credit de- 
partment letters. Many of these are adjustment letters 
of one sort or another. All too often insufficient attention 
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is given them. January is a good month in which to 
assemble all the forms and letters used in adjustment 
matters and subject them to close scrutiny. 

Stores grow and prosper to the extent they please their 
customers. Instead of regarding adjustment matters as 
troublesome necessary evils, let us see in them oppor 
tunities to build good will. When a customer receives 
unexpectedly considerate treatment in a situation that has 
caused annoyance, her reaction is relief and pleasure. 

A billing error, for example, promptly and pleasantly 
corrected with a smile, will go far to make Mrs. Cus 
tomer feel that “Jones and Company may make mistakes, 
but they are very nice about straightening them out.” 
Yet often this delicate function of bill adjusting is en 
trusted to one newly employed and who has little idea 
of the powerful effect of good public relations. The bill 
adjustment desk should be manned by a person with an 
abundance of patience and a lively desire to please. 

Letters of complaint are frequently allowed to remain 
unanswered for several days, and then acknowledged in 
a cold and perfunctory manner. Let us start the new 
year with a firm resolve to answer such letters promptly 
and with our best letter-writing skill. 

Those credit managers responsible for merchandise ad- 
justments should remember that the majority of such 
requests arise because the customer sincerely feels the 
store has failed in some manner. Adjustment matters 
should be approached from the promotional rather than 
the protective angle. The objective is to make so satisfied 
a customer that not only is good will retained, but to 
cause her to tell others of her good treatment. (Good will 
created by word of mouth is just as valuable as that 
formed by expensive institutional advertising. 


This Month’s Illustrations ™——> 


Illustration No. 1. A common occurrence in Janu 
ary is the necessity of telling a customer that an item or 
items omitted from the bill in error, require a corrected 
statement to be sent. Because this situation is potent in 
disturbing possibilities, it is advisable to soften the blow 
by writing a friendly, explanatory letter. 

Illustration No. 2. Credits for merchandise re- 
turned go astray or are credited to the wrong account. 
This letter attempts to placate an irate customer who 
has written to the store protesting the omission. 

Illustration No. 3. No matter how careful collec 
tion analysts are, with the huge number of December 
bills, errors in using collection stickers or inserts are 
bound to occur. We can often smooth ruffled feathers 
with a sincere letter of apology. 

Illustration No. 4. Sometimes it is absolutely neces 
sary to say “no” to a request for merchandise adjustment. 
Of course we want to retain good will, if at all possible, 
and care should be taken to give the bad news gently.*** 
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New Orleans, Louisiana 


A. J. Franz was elected President of the Retail Credit 

Association of New Orleans, New Orleans, La., at the 

annual election of the Association held 

recently. ‘The meeting was in the 

form of an active political campaign 

and when the election was completed 

a buttet supper was provided. Retir 

ing President P. N. Gravois, Jr., was 

presented with a handsome wrist 

watch by the Association. Fellow off 

cers who will serve with Mr. Franz, 

Credit Manager, A. & M. Solari 

Ltd., are: First Vice President, Duke D. Dalferes, Jr 

Gulf Refining Co.; Second Vice President, John |} 

Zimmerman, Sears-Roebuck & Co.; Treasurer, Ola 

Fayard, Maison Blanche Co.; and Secretary, Roland 

Ruiz, D. H. Holmes Co. Directors: Eddie Linn, Stevens 

Inc.; Dan. L. Rivas, LaBiche’s; Vernon E. 

Leon Godchaux Clothing Co.: Thomas C. 

Progressive Bank & Trust Co.; Harris Copenhaver, 

Retailers Credit Bureau; John P. Dodd, Universal 

Furniture Co.; Alex E. Maier, New Orleans Publix 

Service; Curtis B. Dodd, Public Finance Company; P 
N. Gravois, Jr., Foundation Plan. 


Svendson, 
Fise her 


Montreal, Quebec, Canada 

The 1950-1951 officers and directors of the Credit 
Granters Association, Montreal, Quebec, Canada, are 
President, Leo Ratte, Grovers Chain Shirt Shops Ltd 
First Vice President, W. Sand, Woodhouse & Co. Ltd., 
Second Vice President, F. Hamelin, Dupuis Freres 
Third Vice President, Wm. Blues, Royal Victoria Hospi 
tal; and Secretary Treasurer, G. D. Smith, Credit Bu 
reau of Montreal. Directors: M. A. Ledwidge, Holt 
Renfrew & Co. Ltd.; J. Emo, Industrial Acceptance 
Corp.; F. Milloy, Willis & Co. Ltd.; T. Malone, Fuel 
Credit Society; J. R. Springer, Henry Morgan & Co. 
Ltd.; Theo. Villeneuve, L. N. Messier Ltd.; J. Fair 
bairn, J. A. Ogilvy'’s Ltd.; A. G. Hudson, Robt. Simpson 
Montreal Ltd.; H. Greenshields, T. Eaton Co. Ltd.; M 
A. Davis, Hartney Co. Ltd.; Irving Walsh, A. Gold & 
Sons Ltd.; F. Picard, Small Loans Association; Jos 
Falcon, Farquhar Robertson Co. Ltd.; and E. Millbank 
Shell Oil Co. Ltd. 


Saint Joseph, Missouri 

At the annual meeting of the St. Joseph Retail Credit 
Association, St. Joseph, Missouri, the following officers 
and directors were elected: President, C. J. Stufflebon 
Connett Coal and Lumber Co.; Vice President, J. R 
Gwynn, Sherwin-Williams Paint Co.; Secretary, Iva 
Gasper, Branson Furnace and Appliance Co.; and 
Treasurer, Juanita’ Ernst, Eshelman’s Music House. 
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Directors: Bén Kitzenberger, M-K 
Embrey, Derge-Bodenhausen ; and A. B. Johnson, Robin- 
son Shoe Co. 
San Jose, California 

The newly elected officers he at Jose 4 hapter 
National Retail Credit Association, San Jose Calif., for 
} President, Edward P. Scott, City 
Chevrolet Co.; Vice President, F. R. Boone, J. Jessop 
& Sons; Treasurer, Mark N. Baldwin, Sullivan Hard 
wood Lumber Co.; and Secretary, F. L..- Train, Mer 
chants Credit Association Directors William H 
Clary, Whiting-Mead Co.; Max C. Curtis, W. P. Fulle: 
& Co.; Charles Davies, San Diego Gas & Electric Co 
Leonard B. Fellows, Bunnell Photo Shop; James D. For 
ward, Jr., Union Title & Trust Co.; Joseph Franken 
Montgomery Ward & Co.; William H. Fraser, W. H 
Fraser Mortgage Co.; Harold T. Karns, Frye & Smith; 
Dr. Roy French Kidd; Lawrence A. Manly, Qualitee 
Dairy Products Co.; Richard A. Nelson, Nelson- Thomas 
Co.; John R. Prentice, Star & Crescent Oil Co.; Joseph 
J Ryan Walker's Departmen Store ; Thomas W. Sef 
ton, San Diego ‘Trust & Savings Bank; Elmer F. Small, 
H. L. Benbough Co.; J. Curtis Sorrell, Universal C.1.T 
Corp.; Calvin J. Veith, Southern California Music Co. ; 
Harry M. Walker, Standard Oil Co.; and Lester J 
Wilson, Whitney's. 


the ensuing year, are: 


Tampa, Florida 

The new officers and directors of the Retail Credit 
Managers Association, Tampa, Florida, are: President, 
H. J. White, Allied Building Credits; Vice President, 
H. Clay Houston, Local Finance Co.; Treasurer, Mrs 
Edith Baumann, Pioneer Tire Co.; and Secretary, Mrs. 
Marian Boss, Credit Bureau of Tampa 
Frank T. Vance, Associated Discount Co.; R. Perry 
Hadsock, Elkes Pontiac Co.; Harold Caulfield, W. T. 
Grant Co.; W. P. Cervone, Maas Brothers; V. FE 
Sparrow, Sparrow Lumber Co.; Mrs. Angie Nesmith 
Tampa Municipal Hospital; E. W. Sisson, Tampa Daily 
Times; and R. C. Bryan, Mutual Finance Co 


Directors: 


Pittsburgh, Pennsylvania 

Ihe Retail Credit Association of Pittsburgh, Pitts 
burgh, Pa., elected the following officers and directors 
it their annual meeting recently: President, J]. A. Wag 
ner, Home Discount Co.; First Vice President, E. A. 
Beard, Potter Title & Trust Co.; Second Vice President 
A. W. Blieszner, Pittsburgh Press; Third Vice Presi 
dent, J. R. Johnson, Hughes & Hatcher; Treasurer, H 
E. Wilson, Gimbel Brothers; and Secretary, 1. L. Ford 
The Credit Bureau. Directors: A. S. Kerby, Hardy 
ind Hayes Co.; Bernard J. McCrory, Personal Finance 
Co.; Mary Queenan, The Rosenbaum Co.; and J 
Thurston, American Oil Co. 
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Current Business Conditions 


The ite of business activity has continued to hold very close 
to the and the total 

establish a new record \ substantial part of the incre: over 
1 year ago has been due to higher prices rather than to the ir 


creased physical quantities of goods and services which have 
t 


volume of transactions this year will 


been produced Recent gains have been moderate, however 


ind some indications point toward the possibility that, apart 
from seasonal variations, char in the rate of business activity 
will be relatively minor d ’ next few weeks Holiday 
buying in the retail stores will tend to speed up business, al 
though reports of early ying indicate but very small gains 
over the iles of 

The general averag ill business and industry is about 
per cent highe ‘ t was during the corresponding period 
last year ! l lines are sharing in the improvement and 
iriations among different industries are somewhat less than 
they have been in most recent months. Conditions in different 
parts of the country vary somewhat more than usual, but in all 
sections business volume is higher than it was a year ago 

Conditions are better than average in four major areas The 
largest area is in the Southwest where a combination of good 
crops, high prices, expanding industries due to the rearmament 
program, and the increased output of petroleum have kept 
business volume high od conditions in the area south of 
the Great Lakes are d » the high rate of industrial opera 
tions, especially the and machinery industric 
comparison with last year is especially favorable, because 
4ZO activity in this region was curtailed due 
und the reduced production of coal 

In parts of the South and Southeast, business has been mair 
tained at a level above the national average by high prices for 
cotton and by the substantial improvernent in the textile in 
dustry. Cotton consumption by the mills has increased strik 
ngely above the level of a year ago Laree crops of winter 
vegetables, high prices, and increases in the carly winter tourist 
trade have also combined to boost business activity in many 
parts of this region 

The other < a ot good business as compared with a year 
wo is along the Pacific Coast, especially in the southern half 
Activity in connection with military operations has been 
factor in this increase, although many other stimulating forces 
have been prominent 
been especially striking 


Expansion in industrial operations has 


Business is lagging in the New England states where the 
expansion in industries making consumer goods has been some 
what less than in those making machinery and capital equip 
ment The increase in activity has been only moderate in the 
agricultural regions of the Middle West, especially in the 
northern part of the country Crops have been good and 
prices have held up fairly well but these favorable factors have 
not yet been reflected in general business, although the level 
of activity is considerably higher than it was last year 

In Canada, the rate of business activity has changed but 
little in recent weeks and the output of industry remains near 
the peak which is about 6 per cent higher than it was a year 
ago. Business volume has increased more than has the pro 
duction of goods and it is about 13 per cent higher. In spite 
of sume damage to crops by early frosts, total farm output has 
risen. The wheat crop was 30 per cent higher than in 1949 
and the highest since 1945. Stability at a high level is the 
predominant characteristic of both industry and agriculture 
Indications point toward about the same level during the re 
mainder of this year as well as during the carly months of 
next year Business Bulletin, La Salle Extension University 
Chicago, I 


Consumer Credit 


OUTSTANDING CONSUMER instalment credit increased 
very little during the month of October. At the end of the 
month total instalment credit outstanding amounted to 13,379 
million dollars compared with 13,337 million a month earlier. 
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Fach of the major segments of instalment credit expanded 
slightly The rise of 42 million dollars in total instalment 
credit in October compares with increases of more than 300 
million dollars in each of the preceding five months. The 
increase in October was smaller than that in the same month 
of other postwar years with the exception of October 1948 
which was the first month after the reissuance of Regulation W 
as a temporary anti-inflationary measure. Total noninstalment 
consumer credit outstanding also increased slightly in October. 
Charge accounts showed a contraseasonal decline of 38 million 
dollars during the month, while single-payment loans increased 
#2 million. Total consumer credit outstanding increased 51 
million dollars in October to an estimated 19,366 million at 
the month-end.—Federal Reserve Board 


Retail Furniture Report 
OCTOBER SALES at re furnitur 


ire stores fell below 
onths Instalment 


olume of the two pre 


ed onside ) follow t reinstatement of im 
t contro but both and charge-account 


i further expansion d ne the month Tota 


1 above year-ago levels Instalment business 
below the October 1949 volume while cash and ch 
sales exceeded of veal er by 21 per 

accounts receiv 

but were still 

those of a ¥ € ctrons mecreased 6 per 
October | first-ol-month acc« 
l 1 collection rf 1 per cent, the sam 

three preceding mont Stock at furniture stores 

bu up rapidly during October The value of inventory 

t the month was | ent greater than in Sep 

ind 30 per cent larger stocks on hand a yea 

At the current rate of sale stocks represent a 

mths’ supply, compared with a four months’ supply in 


949 Federal Reserve Board 


Consumer Instalment Loans 


AT THE END of October consumer instalment loan 
balances of the principal types of lending institutions are 
estimated at 4,507 million dollars, a rise of 15 million during 
the month as compared with an increase of 81 million in 
September and 131 million in August. The amount outstand- 
ing on October 31 was about one-fourth above the year-ago 
level. The volume of loans made during October declined 11 
per cent from the September figure, a sharper decrease than 
was reported a month earlier. Compared with October 1949, 
however, extensions were up about 11 per cent.—Federal 


Reserve Board. 


Retail Instalment Credit at Furniture and 
Household Appliance Stores 


INSTALMENT ACCOUNTS receivable at furniture and 
household appliance stores leveled off in October following 
seven months of uninterrupted expansion The amount out- 
standing at both kinds of outlet continued substantially larger 
than in the corresponding period of 1949. Over the twelve 
months ending October 31, instalment accounts outstanding 
it furniture stores increased about one-fourth while those at 
household appliance stores rose by more than one-half. Col- 
lections on instalment accounts at both furniture and house- 
hold appliance stores continued to be made at about the same 
rate as in the preceding three months. Instalment accounts at 
household appliance stores were being repaid, on the average, 
it a slower rate than in October 1949, while those at furniture 
stores were being liquidated at approximately the same rate 


Federal Reserve Board 
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Installment Credit 


R. TAYLOR, Credit Manager, Payment Plan Department, Henry Morgan & Co. Ltd., 


Montreal, Canada 


NSTALMENT CREDIT is no more or less than 

agreeing to pay over a specified period of time for 
merchandise or service, out of future earnings. To do 
this it is essential that the buyer, first of all, estimate his 
capacity to pay, or prepare a budget. Down through 
the centuries, whether we realize it or not, we lived on 
a budget system. The majority of workers’ wages, or 
salaries, are paid weekly, semi-weekly, or monthly. In 
turn, rent is usually monthly, light and gas semi-monthly, 
insurance monthly, half yearly or yearly, charge and 
instalment accounts monthly, housekeeping expenses 
weekly or monthly, and so on even to buying a home. 

Modern methods of extending instalment credit have 
changed very considerably over the past half century, 
from the day it was frowned upon, to the present when 
it is an accepted practice, as a means to a more enriched 
way of life. I do not propose to go into the weaknesses 
of credit, but only into its usefulness to the consuming 
public, in creating demand for wanted goods, produced 
by modern manufacturing processes and mass production. 
Every man has a right to expect the most out of life, and 
to secure some of these desires, instalment credit will 
assist him to attain them. The most important will be 
to own his own home, and all the modern devices which 
go with it to make for good living. 

Without instalment credit, few could ever hope to own 
their own home, summer cottage, car, refrigerator, etc. 
These are no longer luxuries, but part of our expectation 
for a higher standard of living and full employment. 
The 18th century system of pay-as-you-go-along is gone, 
instalment credit is now accepted and has become a part 
of our way of financing an endless number of goods or 
services, which we would have to postpone owning for 
years and probably never, if credit were not available; 
consequently, less goods produced, means less employment. 

The automobile and radio industries are examples of 
what can be accomplished in the way of providing em- 
ployment for hundreds of thousands of workers, if the 
selling of the articles can be made available to more peo 
ple through the means of instalment credit. From experi 
ence in retail instalment credit sales, it has been my 
experience that credit should be available to all who are 
worthy of this trust. Many young couples marry earlier 
in life, since they can finance purchases of home furnish- 
ing on a time payment plan basis, and often the bulk of 
their furnishings are paid for before the wedding. Later 
more desired articles can be purchased on the same plan. 
Many purchasers through a realistic and proper budget 
have had continuous instalment accounts for twenty or 
more years; their credit record has never been in question. 
The results of its benefits are immeasurable. 
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Education in instalment buying is absolutely essential, 


f a sound system is to be effective. “Through the means 
of advertising, the consuming public should be advised 
why instalment buying will help them attain what they 
desire. A young man may have a hobby, such as photog 
raphy, woodworking, painting, etc., and if he can get 
more pleasure and enrich his life by purchasing a better 
article on credit than a cheaper one, then credit is cer 
tainly to his advantage, and should be available to him 
Most reputable firms, when extending credit to a cus- 
tomer for the first time, explain to the purchaser the 
different plans that are available, and try to impress him 
with the necessity for carrying out the terms of the agree 
ment. They act as counselors and start them off on a 
sound basis, explaining the necessity of prompt payment 
to establish a good personal credit record, which is so 
highly prized by most people. 

There is some argument that instalment credit buying 
costs the purchaser more, because interest is charged, but 
as against this, we must weigh the benefits derived from 
the use of, say, a washing machine for a whole year that 
it might take to save up the funds to pay cash, before it 
could be bought; the saving in laundry bills not to men 
tion fatigue, far outweigh the interest charges. Instal 
ment buying is only sound practice for the purchaser if 
he knows how to budget. Since many banks and loan com- 
panies issue booklets to clients on how to save and budget, 
this plan of living need not be the headache that it 
might appear to be; it should be and can be very simple 
and yet effective. Most of our pay envelope is doled 
out in instalments, for rent, food, light, heat, etc., and 
not necessarily to purchase some consumer goods we de 
sire but have not the cash to pay for. Why not then 
budget for such purchases? 

Instalment buying is again expanding as more and 
more desired articles are available, thus enriching the life 
of the purchaser and helping the expansion of manu 
factured products, which would be curtailed if less were 
sold as a result of instalment credit not being available 
to the consumer. There is no doubt that the average 
working man’s living conditions have improved greatly 
with the aid of instalment credit. An ever increasing 
production of wanted merchandise, as a result of highly 
organized industry and mass production, could not dispose 
of a large percentage unless the use of credit was available. 

Instalment credit is also available in the form of per- 
sonal loans, at a chartered bank or loan company. This 
form of credit can be used for many good reasons, such as 
financing an emergency, doctor's or hospital bill, to put 
a new roof on a house, etc. This type of credit should 
be available to all who are worthy of it, and is desirable 
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under our present standard of living. ‘True, there are 
risks and some losses, but clients with paid accounts 
should not be restricted from loans or the privilege of 
instalment buying because a half of one per cent or less 
must be written off to bad debts. 

Budgeting is definitely here to play an ever increasing 
part in our economy. Even our income tax is in a form 
of budget out of income, deducted from our salaries 
v or monthly. The only ditference is that in most 
Cases this is taken before we get t and we have no choice 
of paying from future earnings. With instalment selling, 
if planned on sound lines, there should be no reason to 
fear any breakdown in the system. With all the re 
sources of checking a person's capacity to pay and his 
stability in the community, through the use of our new 
modern and up-to-date central Credit Bureaus, much of 
the guesswork has been eliminated from the investigate: 
and Credit Manager. 

Even in the worst depression of the 1929 era, credit 
accounts were eventually liquidated although a longer 
and extended term was necessary to accomplish the final 
closing of accounts. Instalment buying had a great deal 
to do with reviving the economy of the depression period 
This is shown in its steady growth year after year since 
1930 (with the exception of the war years when govern 
ment restrictions were in force) ; thus instalment purchases 
do help materially in keeping our production at a higher 
level than it would have been, if it were necessary to pay 
cash for the mass of goods produced. This is the cycle 
that puts more money into pay envelopes of workers as a 
result of greater demand for the goods they produce. 

Under our free enterprise system there is no reason 
why, with increased earning and purchasing power, every 
wage earner should not be able to buy in his lifetime, 
through the aid of instalment buying, a house, automobile, 
refrigerator, radio, television set, and many other, former 
luxury articles that are now mass produced. When the 
standard of living is low, purchasing power is also low, 
there is a curb on full employment and good wages, de 
priving workers of buying power. Instalment credit 
used to purchase durable goods, houses, insurance for 
purposes such as college educations, retirement, etc., is 
sound. If the opportunity to use credit were not available, 
many would never save the money for a new stove, wash 
ing machine or the like. Earnings would be frittered 
away and in most cases on a variety of small purchases of 
no lasting value. Budgeting is the only sound way to 
protect oneself against any error in overbuying. A budg- 





“t 
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need not be elaborate, as simplicity is the best tor the 


iverage man 


Average family income is about $3000.00 per year or 


$60.00 per week (net); with such a basis the tollowing 
torm of budget should protect the average family against 
errors in exceeding their income. Fixed charges against 
ncome must be provided for before other expenses 

Monthly Total tor year 
Rent S 48.00 S 576.00 
Water Tay 4.00 48.00 
Telephone 3.50 42.00 
Heating 8.50 102.00 
Life Insurance 10.00 120.00 
Fire and Theft 1 18.04 
Upkeep and clothing 30.00 360.00 
Cartare and miscellaneous 21.00 252.00 
Food 80.00 960.00 

$ 206.50 $2478.00 
Income $3000.00 
Fixed Expenses 2478.00 


$ 522.00 
Reserve in Bank 200.00 
Available for durable goods 


? 


or instalment account $ 322.00 


By depositing in the bank the fixed portion of the budg 
et each payday, weekly, semi-monthly or monthly, the 
average man can be sure the funds are there when the 
bills come in to be paid. ahaa 


C. S. LaRue Elected President of Credit Institute 
C. S. LaRue, Vice President and Treasurer, Sterch 
Bros. Stores, Knoxville, Tenn., was elected President 
Retail Credit Institute of America, September 27, 1950 
One of America’s retailing financial wizards for many 
vears, Mr. LaRue has been active in the affairs of the 
Credit Institute almost since its inception in 1942. 


Des Moines, lowa 

At the recent annual meeting of the Retail Credit As 
sociation of Des Moines, Des Moines, lowa, the follow 
ing officers and directors were elected: President, Mason 
B. Koontz, Flynn Dairy Co.; Vice President, Elmer 
Murray, Pittsburgh-Des Moines Steel Co.; Treasurer, 
Blaine Freimuth, Frankel Clothing Co.: and Secretary, 
E. H. Biermann, Credit Bureau of Des Moines. Direc 
tors: Dee Severe, lowa Power & Light Co.; Carl Wil 
liams, Iowa State Bank; F. G. Phillips, Globe Machinery 
& Supply Co.; G. F. McCormick, State Finance Co. ; 
Ira J. Wills, Younkers of Iowa; and Gayle Huston. 





@ “Credit Interviewing” 





We cannot emphasize too strongly the importance of 
securing a credit bureau report on every applicant; and 
then studying the report, together with the facts on the 
application, measuring against your credit policy. 

This matter of investigation could be discussed at far 
greater length but space does not allow. Just one more 
point should be mentioned, and that is the fourth “C” 
that has recently been added to the other three “C’s”, 
(Capital, Capacity and Character,) Conditions. All our 


credit decisions must be related to the economic conditions 
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then prevailing. When there is clear sailing ahead, and 
reasonable assurance of continued high employment, our 
credit scale can be interpreted more generously than when 
it seems troubled times are coming. The best way to keep 
posted on conditions and their interpretation is by close 
cooperation with your fellow credit granters and the 
pooling, in credit association meetings, of the combined 
knowledge and judgment of all. Next month we shall 
discuss how best to tell the customer the account has been 
opened, and also, how to handle that difficult matter, 
declining the application. week 
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INSTALMENT ACCOUNTS receivable at department 
stores increased further in October but at a much slower 
rate than in the preceding three months. At the month-end 
this type of credit was approximately one and one-half 
times the amount outstanding on October 31 last year. Col 
lections on instalment accounts were 5 per cent larger than 
in September but the ratio of collections to accounts re 
ceivable on the first of the month remained at 18 per cent. 
At this rate of repayment outstanding indebtedness would 
be liquidated in a somewhat shorter period than a year 
earlier. Charge accounts outstanding on October 31 were 
3 per cent larger than at the end of September and 13 per 
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cent greater than on the corresponding date of 1949. Col 
lections on charge accounts rose 10 per cent from September 
to October but the collection ratio, based on first-of-month 
accounts receivable, was unchanged at 51 per cent. Total 
sales at department stores declined slightly in October when 
some increase is usual. Credit sales of both types were 
below the advanced levels of the third quarter. From Sep 
tember to October instalment sales declined 12 per cent and 
charge-account sales, 1 per cent. Both continued well above 
year-ago levels. The volume of cash sales showed little 
change from either the preceding month or the correspond 
ing month of 1949.—-Federal Reserve Board. 
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FOUR-FIFTHS of the nation’s families who bought 
homes last year earned less than $5,000.00, according to 
the Federal Housing Administration. 


x~ * * 

BETWEEN 1940 and the summer of 1950, the estimated 

increase in the cost of living was 73.0 per cent. 
~ * * 

IF A MAN is not making more money today than he 
was in 1940, his actual income in terms of purchasing 
power is down, the National Industrial Conference Board 
says. A man making $3,000.00 a year in 1940 must now 
be making $5,440.00 a year just to keep even in terms of 
food, clothing, housing and other things. A man making 
$10,000.00 a year in 1940 would have to make $19,801.00 
now to get the same goods and services he got then. 

x* * * 

THERE ARE NO photoelectric eyes or traffic police 
in Guatemala, but if you drive fast you will get into trouble 
just the same. When your car leaves a certain town, the 
time is stamped on a ticket. If you arrive in the next 
town too soon you have broken the speed limit. 

i 

THE RED CROSS provided relief in 2,400 disaster 
operations during the last decade. Some 1,600,000 persons 
were given assistance. 

x~* * 

TO KNOW your customers’ paying habits better, and 
have fewer charge-offs on accounts receivable, use the credit 
bureau often. 

x * * 


IF YOU BUY an automobile in New York, N. Y., for 
$2,000.00, $240.00 of it is for taxes; if you buy a fur coat 
for $500.00, $120.00 is for taxes; a package of cigarettes 
for 21 cents, 11 cents is for taxes; a bottle of liquor for 
$3.75, $2.08 is for taxes. Federal taxes alone on liquor 
have gone up 718 per cent since repeal. 

~*~ * * 

AFTER AN AIRPLANE crash killed three top execu- 
tives of a large firm last year, many companies have been 
setting up new travel rules that would spread executives’ 
loss thin. When several key men must attend a meeting, 
each must select a different mode of travel. 

~* * 

PACED FOR THE third consecutive month by rises 
in the housefurnishings components, consumers’ prices 
were up 0.1 per cent from September to October, accord- 
ing to the National Industrial Conference Board. The Oc- 
tober figure represents the eighth consecutive monthly 
rise in the Board’s index. The index for all items for 
October, 1950 is 0.3 per cent below the all-time high in con- 
sumers’ prices recorded in August-September, 1948. Over 
the year the index has risen 3.5 per cent. Base date of 
the series is January, 1939 as 100. 

ee Ff .@ 

A TWENTIETH Century Fund survey shows that the 
traditional college courses of theology, law and medicine 
have steadily lost in popularity to courses in education, 
commerce and engineering. 

x * * 

INSURANCE POLICIES with time purchases are not 
new, but a Buffalo store is using one which it claims is 
broader than anything ever offered before. If an instal- 
ment buyer is laid off, becomes sick, goes on strike or 
is in an accident, the store makes the payments during 
the period, up to two months. In event of death, the 
store cancels remaining payments. 

. -— = 

PEOPLE ON RELIEF are forbidden to visit race 
tracks and taverns in Detroit. The Welfare Commission 
has announced that all dole recipients found at those places 
will be dropped from relief rolls. 
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THE AVERAGE tax you pay on your car per year is 
$58.00. This includes state gasoline tax, state license fees 
and property tax 

~*~ * * 

HARRY M. BLASIE, Secretary and Credit Manager, 
W. M. Whitney & Co., Albany, New York department 
store, recently celebrated his 50th year as employe of the 
firm. He has been a member of the N.R.C.A. for many 
years and is a member of the Quarter Century Club 

~* * 

ONLY THIRTEEN families out of a hundred in the 
United States owe more than $100.00 on instalment com- 
mitments, either to stores or banks 

-_ 

ACCORDING TO figures for the first 10 months of 
1949, the death rate was 9.7 deaths per 1,000 population, 
excluding armed forces overseas. This is the lowest figure 
in the history of the country. 

~*~ * * 

THE AVERAGE FAMILY in 1949 paid more in direct 
taxes than it spent, cash and credit combined, for all dura- 
bles and automobiles now under credit regulation 

es 2 @ 

SEVENTY-EIGHT out of every hundred families in this 
country do not owe one cent on instalment indebtedness 
~* * 

HAVE YOU SUBSCRIBED to our ‘Buy a Brick’ cam- 
paign for the contruction of the new office for the N.R.C.A.? 
If not, do so at once. Construction is progressing rapidly, 
however, several delays were encountered during De- 
cember on account of inclement weather 

~* * 

THE AMERICAN Red Cross membership has averaged 

37,614,000 annually for the last 10 years 
~*~ * * 

MOST RETIREMENT plans do not specify what hap- 
pens to the rights of workers who go into military service. 
The 1950 Selective Service Act is not too explicit either 
It does say that draftees are entitled to ‘participate in 
insurance and other benefits pursuant to established rules 
and practices relating to employees on (nonmilitary) fur- 
lough or leaves of absence.’ Companies that have not yet 
formulated a policy on veterans’ rights will get some 
guidance from a government handbook just off the press. 
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Legislative Activities Affecting Credit 
THE JOINT WATCHDOG Committee on Eco- 


nomic Controls of Congress has been conducting hear 
ings on the effect of Regulation W on retail sales of 
automobiles. Many witnesses have expressed themselves 
to the effect that the present regulation is working 
tremendous hardship on the dealers and on related busi 
nesses, such as taxicab fleet owners. Following such 
hearings the Committee will begin hearings on the effect 
of Regulation X on the housing and building industries, 
and it is expected will later, probably early in January, 
conduct hearings on the effect of Regulation W on retail 
businesses. 

In the meantime the President will probably have 
invoked many of the remaining powers of the national 
economy and industrial structure given to him by the 
Defense Production Act of 1950 by declaring a state of 
emergency. If this involves the freezing of prices, at 
tention is again called to the Executive Order of Sep 
tember 9, 1950 issued under Title IV of the Act which 
requires the preservation of all records of a business 
establishment reflecting the costs and prices of goods for 
the period May 24, 1950 to June 24, 1950. Reference 
was made to this in this same column in the October, 
1950 Crepir Wor tp. 


New Judicial and Executive Approach 
on Antitrust Laws 


Chairman James Mead of the Federal Trade Com 
mission has stated to a House committee that different 
types of industry may require different treatment unde 
the public policy. He referred to a study of 340 in- 
dustries which reached the conclusion that: (1) Congress 
should prevent conspiracies and halt monopolistic mergers 
in situations where there are many competitors in the 
field. (2) Where a few companies dominate the field 
and own many plants, it may be necessary to take steps 
toward divesting the companies of some of their activities, 
and (3) where plant and company concentration are 
high but nearly identical, it might not be feasible to 
reduce the size, i.e., it might be impossible to break up a 
large integrated plant. 

In the meantime the Circuit Court of Appeals, Seventh 
Circuit, in Kiefer-Stewart Co. v. Joseph Seagram & Sons 
Inc., has approved a deviation from the usual condem- 
nation of price-fixing. The defense in.this case was that 
the two distributing companies got together on prices 
only to keep the prices of the product from rising. The 
Circuit Court of Appeals reversed an original verdict of 
$975,000 against Seagram and Calvert. This case will 
soon be heard by the Supreme Court of the United States. 
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Civil Relief Act (Continued ) 


13. Question:—A man obtains a loan from a finance 
company and gives a chattel mortgage on his car as 
security for the loan. He later enters military service 
and permits his payments to become past due. May the 
finance company seize the service man’s car under the 
chattel mortgage without a court order? 

Answer :—As the obligation originated prior to the 
service man’s period of military service, the finance com- 
pany may not, after October 6, 1942, seize the car dur- 
ing the service man’s period of military service or within 
three months thereafter except: 

(1) By court order, subject to the provisions of Section 
200 (1); or 

(2) In accordance with a written agreement between 
the parties executed after receipt of the service man’s 
orders for induction or during or after the period of his 
military service. (Section 302 /3/.) 

If the finance company applies for a court order per- 
mitting seizure of the service man’s car during his period 
of military service, the court may stay proceedings for 
any period up to a maximum of three months after the 
end of the service man’s period of military service, un 
less, in its opinion, the ability of the defendant to pay is 
not materially affected by reason of his military service 
or it may make such other disposition of the case as may 
be equitable to both parties. (Section 302 /2/.) 

14. Question:—A person incurs an instalment obli 
gation between the date on which he receives his orders 
to report and the date of his entrance upon active service. 
Is he entitled to the protection of the Relief Act should 
he become unable to pay after entering military service? 

Answer :—Yes. (Sections 301, 302.) 

15. Question :—An action is brought against a service 
man to secure an order permitting repossession of goods 
sold to him prior to his induction under a conditional 
sales agreement (or chattel mortgage). The proceedings 
are stayed by the court. Is there any way whereby the 
creditor may secure a court order permitting him to re- 
sume possession of the merchandise even after this stay 
has been made? 

Answer :—Yes. The court has power to appoint three 
persons to appraise the goods, and, based upon the report 
of these appraisers, the court may order the creditor to 
pay the service man or his dependents such sum, if any, 
as may be just, as a condition of resuming possession of 
the merchandise. The duty of the appraisers is to estab- 
lish a fair value of the property involved. (Section 303.) 

16. Question :—Does the Relief Act permit a creditor 
to repossess the merchandise without court order in the 
following cases? 
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Notice 


MEMBERS are requested to send to the National 
Office four copies of each of all the letters and forms 
used in the credit department. These will be assem 
bled in the Letters and Forms Books 
that will be on display at the Annual Consumer Credit 
Conference next June Chicago 

The Books are an important and looked-for 
feature of the Conference as a source of new ideas 
in credit department communications and procedures 
Because of the wide diversification of 
ship we want to show a variety of forms and letters 
that will of many lines. Your 
operation will be welcomed 
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Streamlined Letters, 464 pages . 


* * 


NATIONAL 
SHELL BUILDING 








Text and Reference Books Published by the N.R.C. A. 


Retail Credit Fundamentals, 318 pages . 
Retail Credit Management, 477 pages 


Important Steps in Retail Credit Ceention, 76 anaes 
How to Write Good Credit Letters, 128 pages . 
Tested Credit and Collection Letters, 48 pages . 

The Blue Book of Credit Department Letters, 48 pages 
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Do you age —_— your needs. 


form designed es 


To assist Credit Departments in performing a more efficient credit 
control on past due accounts, we have several times during the past 
few years revised the Age Analysis form reproduced below. Over 
2,000,000 have been sold to date, testifying to its success. 

It is especially effective for smaller stores for use in collection 
follow-up and freezing accounts. 

The size is 91,” x 12” and they are padded 100 to a pad. Prices: 
100, $1.25; 500, $4.50; 1,000, $8.50. Postage extra. Special prices on 


larger quantities. Order Age Analysis Form No. 721, today, from your 
Credit Bureau or National Office. 


NATIONAL RETAIL CREDIT ASSOCIATION 


Shell Building St. Louis 3, Mo. 
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Effective Stickers 
For Promoting Credit Sales | 








$3.00 a Thousand, Plus Postage, Assorted $3.50 
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